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Some bright writer has said that to develop a case of 


Dyspepsia 


it was only necessary to follow down each mouthful of 
food, and attempt to determine its effect. 


The same sort of thing will bring on a case of 


Advertising Dyspepsia. 


The effort is just as futile; the result quite as distracting. 
Our bodies and our papers are not built that way. 

The Food Dyspeptic generally keeps the result of his investigations 
to himself; the other kind is apt to print a “reply” list in 
some newspaper. 

Good food, good care, good exercise mean good health. 


Well planned, well placed, well pushed Newspaper Advertising 
means good business. 


The longer both are continued, the better both results. 
Believing Newspaper Advertising to be a reasonable means to 
business success, we invite correspondence. 


The Do’s and Dont’s born of our 22 years’ experience, 
should be of value to any advertiser. 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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Yes, Sir; 
When you have placed your advertise- 


ment in the ATLANTIC COAST LISTS, 
you can rest assured that you have 
secured the best co-operative com- 


bination of country papers in exist- 









NEW ENGLAND MIDDLE 
AND SOUTHERN 





ence, notwithstanding the extrava- 





gant romances of advertising solicit- 


ors working upon commission. 
BVVVVVVVV88 
You buy a stated circulation 


in these Lists and receive just 
what you pay for. 











SVVVssessesess 


You need do no guessing about it, 
as the exact circulation figures are 


ATLANTIC published each week and are sent 
COAST LISTS 
1400 LOCAL PAPERS 
es precisely what your advertising is 
AND SOUTHERN 
STATES 


to all advertisers. You thus know 


costing per line per thousand circu- 





lation, as we guarantee the circula- 


tion to be as published. 


Atlantic Coast Lists, 


134 Leonard St., New York. 





PRINTERS’ INK. 


A JOURNAL 


FOR 


ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YorK, N. Y., Post Orrick, MARCH 27, 1890. 


Vol. IV. NEW YORK, 


FIRST INSERTIONS THE BEST. 
By “‘Number Two.”’ 

In Printers’ INK for April 15th 
appeared an article headed ‘* Which is 
Right ?” commencing with the follow- 
ing sentence : 

Two members of a firm having large expe- 
rience as advertisers take different grounds on 
the subject of what is the best way to adver- 
tise. 

In succeeding issues communica- 
tions have appeared from various per- 
sons sustaining the position taken by 
Number One. 

I am Number Two, and will en- 
deavor to say a few words in support 
of my own position. I will begin with 
a review of the original article : 

Number One asserts that ‘a patent medi- 
cine advertisement to produce the best results 
ought to be inserted continuously,” 

I maintain on this point that any 
advertisement to produce best results 
should be widely disseminated ; that it 
will de quite as much good to spread 
abroad a million copies in a single 
hour as it will to occupy five years in 
the distribution. Number One further 
asserts that the returns are likely to 
increase in proportion to the number 
of repeated insertions given in the pa- 
pers selected. This is nonsense. The 
returns are likely to increase in some 
proportion to the amount of advertis- 
ing done, but repeated insertions in 
one paper are by no means more val- 
uable than repeated insertions in dif- 
ferent papers of the same quality. The 
first named may be had for less money, 
and that is the only reason why they 
are generally sought. Often, too, it is 
a sufficient reason ; but that is not the 
question under discussion. 

Number One goes on to state that 
advertisers, to obtain best results, 
should select good mediums and ad- 
vertise all the year round in the papers 
so selected. 

Well, now, that all depends upon 
what the advertiser’s field is, and what 
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are the means at his command for cul- 
tivating that field. 

This discussion arose under the fol- 
lowing circumstances: A certain ad- 
vertiser desired to secure pupils to at- 
tend an educational institution which 
he had established and which had ob- 
tained some reputation. The amount 
which he could afford to devote to ad- 
vertising was limited by the capacity 
of his school. He must not devote so 
much money to advertising as to ab- 
sorb all the profit likely to accrue from 
all the pupils which his institution 
would accommodate. 

The amount which this advertiser 
found it advisable to devote to adver- 
tising was $250 a month or $3,000 a 
year. He had for a field the whole 
country. His experience had denton- 
strated that it was possible to obtain 
pupils from the most distant States. 
He obtained more pupils from nearby 
States, but scarcely more from his own 
State than from those adjoining. 

A monthly expenditure of $250 will 
insert a small advertisement once in 
several publications of great merit and 
wide circulation from east to west and 
from north to south. Many of these 
have advertising rates that are just as 
low for a single insertion as they are 
for insertion by the year. There is no 
economy, then, in advertising by the 
year in any of these. 

It is only by using papers of this 
class that this advertiser can appeal to 
the whole country. It appears to me, 
therefore, that it should be his policy 
to insert his small advertisement to the 
amount of $250 in a choice selection 
this month, and again next month in 
another similar list, and so on each 
month for the year. 

It is possible that some mediums 
may be found to produce such excel- 
lent results that the advertisement may 
judiciously be repeated in them, and 
appear, perhaps, every other month, or 
once a quarter, or twice in a year, 
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Number One goes on as follows : 

He asserts that 52 insertions in a good paper 
having 1,000 readers will be worth more to an 
advertiser than one insertion in a paper of the 
same grade or class having 52,000 readers. 

If Number One advertises for a book- 
keeper, or for the purpose of buying a 
horse, he does not proceed on any such 
theory. I will now quote from my own 
views as you have set them forth : 


Number Two asserts ‘that the first inser- 
tion of a patent medicine or any other adver- 
tisement is more valuable than any subsequent 
insertion.” 


I have not asserted that it is worth 
much more, but something more; as, 
for instance, if gg cents is a fair price 
for the first insertion, I believe that 
the second insertion would not be worth 
more than 98 cents, and that if the first 
insertion was worth no more than 99 
cents, the second insertion cannot be 
worth so much as one dollar. I believe 


that the large discount in the rate that 
can be obtained for a long-continued 
advertisement is the only argument in 
favor of repeated insertions. 

I asserted that an advertiser who 
seeks a paying investment for his money 
should select papers of the right char- 


acter, and cause his advertisement to 
be printed the greatest number of times 
possible for the amount of money at his 
command. 

By this I mean that an advertise- 
ment should be put conspicuously in 
those papers of the right character and 
class that will print it the greatest 
number of times in proportion to the 
cost. If he finds a sutficient number of 
papers of the right quality that will re- 
ceive his advertisement at a low enough 
price in proportion to the circulation 
given to use up his appropriation for 
advertising, then he should order it in 
none for more than a single insertion. 

If the investment proves a profitable 
one, and he has money for a new ap- 
propriation, he may execute another 
order on pretty much the same plan 
and repeat at pleasure, for no one can 
suppose that the insertion of an ad- 
vertisement to-day will be all that is 
needed for carrying on business next 
year. 

The advertisement ‘‘ Boy Wanted” 
has to be put in a paper every time 
that a new boy is wanted. I further 
asserted that one insertion ina good 
paper having 52,000 readers is worth 
something more than §2 insertions of 
the same advertisement in a paper of the 
same grade having but 1,000 readers, 
I continue to maintain this opinion. 
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As a further illustration of my opin- 
ion I am quoted as saying : 

In the State of Delaware, according to the 
American ge Directory for 1890, there 
were 38 papers of all sorts, and the average 
circulation of these is 1,263 copies each, He 
believes that a single insertion of an adver- 
tisement in all of the 38 papers of Delaware 
will be worth more to an advertiser than 38 in- 
sertions of the same advertisement would be 
in one Delaware paper having a circulation of 
1,263 copies. 

I do not suppose that many persons 
would really question this statement ; 
but it is not one that comes up for 
consideration, because to insert the ad- 
vertisement once in 38 papers would 
necessitate setting the advertisement in 
type in 38 different offices, and the 
type-setting would cost about as much 
as the advertising space in the newspa- 
per would be worth. This is a fact 
which bears hardly upon newspapers 
of small circulation. With them the 
type-setting is a serious item of cost 
and advertising is a secondary consid- 
eration, while in the great papers type- 
setting counts for nothing and adver- 
tising space for everything : 

Number One says that he does not think 
any successful patent medicine man in the 
country could be found who would give much 
for asingle insertion of an advertisement. 

Number Two, on the other hand, expresses 
the belief that it would not be easy to find a 
patent medicine man who is a successful ad- 
vertiser who would not be willing to pay a 
higher rate for a single insertion of an adver- 
tisement than for each of the 52 separate in- 
sertions that go to make up a yearly contract. 
In other words, that if single insertions could 
always be had at the yearly rate, yearly con- 
tracts would be rare. 

If single insertions could always b 
had at yearly rates the custom of adver- 
tising by the year would disappear 
There would then be no more reaso1 
for inserting an advertisement a secon 
time than there is for repeating an edi- 
torial. The same idea would be adver- 
tised day after day just as it is advo- 
cated in the reading matter colum: 
but it would be re-stated in a new way, 
with a new arrangement of words a1 
new ideas. In such a condition of 
affairs the advertisements of a pape! 
would be about as readable as an) 
other portion of it. As a case in poin! 
take the ‘‘want” column of a Ne 
York daily. Is it not as carefully rea 
with as intense interest, as any othe: 
column of the paper? Are not the a 
vertisements in PRINTERS’ INK 
much read as the reading matter pages 

Referring again to the case whi 
gave rise to this discussion. The pla 
suggested by Number One would |x 
the correct one if pupils were only to 
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be obtained from a single State. His 
plan is stated to be, that a certain 
number of newspapers should be 
selected for this advertisement, and 
that a contract should be entered into 
with these for inserting the advertise- 
ment for a year, while my plan, as set 
forth below, 

would lead to placing the advertisement 
once every three months, or perhaps once a 
month, in those papers that make little or no 
discount from the one-time rate, but are 
known to have the very largest circulation 
and a schedule of charge that is actually 
lower than the lowest yearly rate to be ob- 
tained from smaller papers. 

In the issue of PRINTERS’ INK for 
April 22 you print an article by Oscar 
Greenman, who argues in support of 
the ground taken by Number One. 
Mr. Greenman seems to have in mind 
that the only object of advertising is to 
sell a patent medicine. 

He says : 

In order to make a permanent success of a 
new patent medicine, or even to get it started, 
one of the several things necessary is that the 
advertising shall be continuous. 

I admit that in order to make a suc- 
cess of a new patent medicine it should 
be largely advertised—that the adver- 
tisement should be sustained ; but 
believe that frequent publication of 
new, interesting statements will be 
more effective than the constant repe- 
tition of a stale and superannuated an- 
nouncement. 

Although it may be true that 
a page advertisement of a new or unknown 
medicine inserted but once would not be 
likely to cause a single sale. The readers of 
the advertisement who might ask for the 
medicine at the druggist’s would probably be 
told there was none in the druggist’s hands ; 
that he had never heard of the article before, 
and didn’t know whether it would be adver- 
tised any more, but would inquire of the 
wholesale dealers, and if there was any pros- 
pect of further advertising, purchase some of 
the article. Very likely that would be as far 
as the matter would go. 

In my opinion, this only proves that 
a man should not advertise a thing for 
sale without stating where it can be 
had, and seeing to it that it can be had 
at that place, unless he intends to ad- 
vertise it to such an extent that it can 
be had everywhere. 

If his means are limited he must 
cultivate a small field, and if his field 
is small he must use local papers, for 
papers of wide circulation go beyond 
his field, and a large percentage of the 
circulation is wasted. 

If he advertises in local papers he 
must make yearly contracts, not be- 
cause an advertisement inserted 52 


times is worth more than 52 times the 
worth of one insertion, but because the 
52 insertions can be pr cured for about 
five times the price of one insertion. 
That is the only reason. 

Mr. Greenman out-Herods Herod 
when he asserts that 
the advertising should be continuous year 
after year. Probably, if after several years 
it should be suspended for a whule year, the 
proprietors would not note any difference in 
their sales for that year or thereafter, The 
sales of some established medicines continue 
for a score of years after all advertising has 
been stopped, the falling off in the amount 
being slow and steady; but sometimes the 
sales for even the fifteenth year after discon- 
tinuance may exceed in amount those of the 
tenth year. These things seem to depend 
upon the length of time that the medicine 
was continuously advertised. 

It cannot be that he means anything 
more than that a little advertising will 
not serve to fully establish a valuable 
trade-mark. Can Mr. Greenman be- 
lieve that a patent medicine advertise- 
ment appearing 520 times, in a period 
of ten years, in a paper having a thou- 
sand circulation, would be worth more 
than one insertion of the same adver- 
tisement in a paper having 520,000 
circulation? Of course, neither one 
nor the other, taken by itself, would 
establish a trade-mark. 

He does admit that there is some- 
thing to be said in favor of a one-time 
advertisement, for he says : 

In the case of an established medicine, al- 
ready on sale at all druggists, probably a 
single insertion of a whole page advertise- 
ment would be profitable. 

He also gives this advice : 

Advertising should be confined within such 
geographical limits as the advertiser can cover 
thoroughly ; 
which is good so far as it has applica- 
tion ; as, for instance, it would not pay 
a Connecticut man to advertise range 
coal in Texas unless he had arranged 
to have coal on sale there. 

Mr. Greenman goes on to give ad- 
vice : 

In the daily papers making no discounts for 
repeated insertions the advertisement should 
appear during the first part of the year every 
day. After two months the frequency of in- 
sertion might be decreased ; for instance, the 
third and fourth months every other day; 
fifth and sixth months, two times a week, an 
but once a week for the remainder of the 
year; but all insertions should be regular on 


? 
certain days. If but once a week, it ought to 


be on the same day of the week. Let the 
people know when they may expect to see 
the advertisement. 


This sounds very wise, but I fail to 
see the value of it. I should as soon 
think of letting people know when they 
may expect to see an editorial on the 
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tariff as know when they may expect to 
see an advertisement. 

Mr. Greenman closes up with the 
admission that 

Medicines like the cough remedies, which 
are not in demand during the warm season, 
need not be advertised the whole year after 
they have become known. The advertising 
of a new cough remedy ought to begin in the 
fall of the year. 

Now, would he not admit that it 
would do more good to tell ten thou- 
sand people once effectively about a 
good cough remedy than it would to 
tell one person the same story ten 
thousand times? If he will admit this 
much, that is all there is to the argu- 
ment. 

In your issue of April 29th, Mr. T. 
L. Chadwick has something to say on 
the same subject: 

Repetition in most things is common in 
every-day life. It begins with the child who, 
when its request is not at first granted, con- 
tinues to ask, and by the continued asking in 
many cases, perhaps a majority of them, ob- 
tains that for which it seeks. The lawyer 
who continually strives to impress upon the 
jury the fact that his client is innocent often- 
times by the mere repetition persuades it that 
this is a fact. The merchant who places a 
desirable article for sale in his shop window 
may invite the attention of passers-by, the 
first time they see it, without inducing them 
to buy. It is probable that by passing the 
store repeatedly and seeing the goods there 
each time the desire for ssion is in- 
creased, and in the course of time a purchase 
effected, while if the goods had been with- 
drawn after the first day, or the first inspec- 
tion, the desire on the part of the would-be 
purchaser would have disappeared and no sale 
to him would have been made. 

I think that Mr. Chadwick would 
admit that ten children each asking 
for a piece of pie would receive more 
pieces of pie than one child would 
who asked ten times; and that two 
lawyers addressing a jury each with an 
argument of his own would be more 
likely to persuade it than one lawyer 
would who should repeat his original 
argument. 

It may be true that the continued 
appearance of an article in a shop win- 
dow may finally secure its sale. The 
buyer is not always induced to buy the 
first time he sees it; but any store- 
keeper will tell you that the influence 
of something new in his window is 
greater when it first appears than it is 
afterward, and that after a time the 
effect of leaving it unchanged is in- 
jurious rather than advantageous. 

Mr. Chadwick continues : 

Now, if what has been said is true, it follows 
that repeated ements will impress the 
value of an article, its use or necessity, more 
upon readers than a single one, 
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No one will dispute the fact that ten 
insertions of an announcement will im- 
press the readers of a paper more than 
one insertion will ; but will any one ad- 
mit that it will impress him more than 
If not, then the 


ten times as much ? 
argument fails. 
Mr. Chadwick continues as follows : 


If the proprietor of a patent medicine wished 
to introduce his goods in fifty country towns 
in New York State, each having a local paper 
of one thousand circulation, and were to ad- 
vertise for six months in all of the papers at 
an average expenditure of $10 per paper, he 
would each week during that time bring the 
attention of the readers of those papers to the 
name and the qualifications of his product in 
such a way that they would at least be familiar 
with it, and, if afflicted with any disease which 
they believed the medicine would cure, they 
would be likely to purchase ; while if the same 
house could find one paper of fifty thousand 
circulation, all of it in the same towns, and 
were to place an advertisement costing 
one time in that paper, it would attract more 
attention at the time, but would be speedily 
forgotten, and in the course of one month or 
three months would probably never be thought 
of again. It would not impress upon the aver- 
age reader the name of the goods for so long a 
time as the repetition of the advertisement for 
six months in the local paper. 

This is purely a case of local adver- 
tising. If the advertisement in the 
paper of fifty thousand could be four 
times as large, and, consequently, four 
times as conspicuous as the one in the 
small papers, and could appear every 
fourth week so as to make the cost of 
the advertising the same, I believe that 
the result would be better than that 
arising from the 50 smaller papers. 
There is no advantage, however, in 
making an advertisement too large. It 
should be just large enough. 

To Mr. Chadwick's assertion that 

In papers where the rate is the same for 

each insertion a single publication of a medical 
advertisement not followed up would have no 
lasting effect— 
I take no exceptior; but to follow up 
an advertisement does not necessarily 
mean repeating the same advertisement 
in the same paper. 

Mr. Chadwick continues : 

I know of no patent medicine in the country 
the sale of which has been made general in 
any such way. Where the large papers, 
charging the same rate each time, are used, 
frequent insertions are made in them by the 
most successful advertisers, by some every day 
in the dailies, notwithstanding the price; by 
others every other day, and occasionally one 
time a week. Ina large advertising contract, 
amounting to some $80,000, where insertions 
were made one time a week it was the judg- 
ment of the advertiser that one time a week 
insertions in dailies were not sufficiently fre- 
quent to produce the best results, 

It appears, therefore, that more or less fre- 
quent insertions must be made, and it would 
seem to be the natural sequence that the more 
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frequent the insertions the better the results 
which follow. 

The result of the consideration of the 
idea here set forth is simply that a little 
advertising will not doa great thing. 
The man who decided that one time a 
week in a daily was not enough would 
still think that if he advertised six times 
a week in the same daily he ought to 
get it at a lower rate. 

The more times an advertisement is 
printed the greater the result, but it is 
better to print it once in two good 
papers than twice in one of the same 
papers, supposing them to be of equal 
value. 

In the same issue of PRINTERS’ INK 
you gave a Connecticut view, which, 
although it purports to sustain the view 
taken by Number One, does in fact 
agree with me. I quote from the Con- 
necticut man : 

All seem to forget that *‘ continuous ” means 
continuously defore a given man’s eyes, and 
not of necessity continuously in a given paper. 
This is a most important point to bear in mind, 
because magazine and newpaper subscription 
lists largely duplicate, not to say sextuplicate 
or vigintuplicate each other, and one may se- 
cure all the benefits of continuous advertising 
while being the most transient of transients in 
~~ one medium, 

his is, in fact, the only sane and profitable 
way in businesses which sell chie fly through 
agents, and sell articles in which one man or 
family is not likely to invest more than two or 
three times (pianos, insurance, harvesters, 
etc.), and where the advertising is only to 
diffuse a general familiarity with the goods 
through the public, and so smooth the agent's 
road. To advertise in //arfer’s in January, 
the Century in February, and Scribner's in 
March, is continuous advertising for many 
great lines of goods. The people you want to 
hit have your *‘ad’’ incessantly before them 
somewhere. 

In the same edition Mr. S. E. 
favors continuous advertising on 
ground that : 

The exact time at which a man is likely to 
hey nai purchaser is something that cannot 
be determined by one advertiser out of a hun- 
dred ; there is, however, one, and only one, 
means by which to be sure of being on hand 
at the right time, and that is to be there at all 
times, 

I presume that Mr. Leith will admit 
that there is just as good a chance of 
obtaining a customer by appealing to 
one hundred different persons as there 
will be in appealing one hundred times 
to one person. 

Mr. Leith continues : 

Scarcely any person will read an advertise- 
ment the first time he sees it with sufficient 
care to remember much about it, unless he is in 
some way interested in the article advertised ; 
hence the fate of an advertisement that ap- 
pears but once. It is glanced at, seen but 
once, and then, with a very few exceptions, is 
comparatively forgotten: while an advertise- 


Leith 
the 


INK. 


ment placed in each issue of a pa 
is almost bound to impress itself upon each 
reader before it expires. Very few will see an 
advertisement fifty-two times without, un- 
knowingly, becoming pretty familiar with its 
contents, Hundreds of reasons may be sug 

gested why an advertisement may not be seen 
and heeded on its first appearance, but scarcely 
one can be tound explaining why fifty-two in- 
sertions should not produce the desired effect. 
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rfora year 


But will Mr. Leith maintain that if 
at the same price he could tell the story 
once to fifty-two different constituencies 
it would not be worth more than to tell 
the story fifty-two times to one constit- 
uency ? 

Is it at all likely tnat Hood, Ayer, S. S. S., 
or any of the other popular patent medicine 
companies would enjoy anything like the pop- 
ularity they do if they advertised once every 
three months, or even once a month? What 
makes the public so familiar with these con- 
cerns is the fact that they are continually being 
brought before them almost day and night by 
some of their advertisements. 

In the high-priced papers Hood, 
Ayer and S. 5S. 5. practically avail 
themselves of one-time insertions, and 
they advertise in no paper by the year 
unless they get a reduction from the 
one-time rate. 

It would appear more profitable to cover a 
small portion of a State perfectly, by continu- 
ous insertions in the same medium for a rea- 
sonable length of time, than to attempt to 
cover the whole State in one day. 

People constantly assert this sort of 
thing, but they cannot give any reason 
for it. 

It takes a number of sermens to convince a 
congregation that religion is good for them, 
and it takes a number of advertising sermons 
to convince a community that the patent 
medicine or anything else 1s good. 

A really good appeal to one hundred 
thousand men once will make more 
Christians than saying the same thing 
over a thousand times toa hundred men. 

In the same issue of PRINTERS’ INK 
Mr. W. W. Hallock, who is the agent 
of the Kellogg's Lists of co-operative 
newspapers, has something to say. He 
is decidedly in favor of Number One, 
and against the beliefs entertained by 
me: 

I confess there is no question in my mind as 
to the general soundness of the theory of 
Number One and the utter absurdity of that 
of Number Two, who says that “ the first in- 
sertion of a patent medicine, or any other ad- 
vertisement, is more valuable than any subse- 
quent insertion,”’ and that “ the only argument 
in favor of long-continued advertising is the 
better rate gained thereby.” 


Mr. Hallock goes on to assert that : 


It is impossible to create a demand for a 
proprietary article with one insertion of an 
advertisement, no matter how good the adver- 
tisement, the article or the medium. 
ply will not work, 


It sim- 
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It is not necessary that the same advertise- 
ment be repeated continually, but a repetition 
of the announcement in one form or another, 
by which the advertiser intends to make the 
general public conversant with his particular 
article, is most important. One insertion will 
not do this. 

This is equivalent to saying that one 
swallow does not make summer. Per- 
haps, however, Mr. Hallock would 
admit that fifty-two reappearances of 
the same swallow would not make 
summer. 

Mr. Hallock continues ; 

A new oupention does not begin to impress 
itself upon the minds of the readers of news- 
papers until it has appeared before them over 
and over again. One-time advertising of that 
kind effects but a useless expenditure of money 
and results in general dissatisfaction except in 
instances where medicines have previously 
been thoroughly advertised and are almost 
universally known, a good demand established 
and the goods generally in the hands of deal- 
ers; then, and then only, can one-time special 
announcements be made desirable for propri- 
etary articles. 

And yet I suppose that he would 
agree that the placing of a good ad- 
vertisement once in every paper named 
in the American Newspaper Directory 
would do more good than it would to 
go through the Directory and select 
1-365th part of all the papers, taking 
them as they come according to count, 
and put the same advertisement in all 
those for a year. 


STRAY SHOTS. 
By Artemas Ward. 


How much will you pay, my monied 
friend with a large factory or extensive 
retail trade, to avoid being made fool- 
ish in the eyes of the community? You 
have been successful in business, will 
you risk your grammar with the pub- 
lic? You know all about starch, or 
candles, or dry goods, but are you 
ready to enter the editorial position 
which is necessary to the presentation 
of your business in print? Bear in 
mind that you are facing the great, 
critical public. Rather than have your 
dinner party a shade off color, you will 
pay caterers and cooks, furnishers and 
florists the most extravagant figures ; 
but the great public which you address 
is wider, and wiser, and wittier, and 
wealthier than the limited circle in 
which you move socially! Are you 
prepared to risk your reputation by 
rushing into print without the advice 
of some capable assistant to shape 
your announcements properly? Do 
you spend $10,000 a year in advertis- 
ing? Set apart ten per cent of it, at 
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least, to pay some well educated man 
to attend to it. You should be judge 
enough of character to select a man 
whose education has not raised him 
into the clouds, whose cultivation had 
not bidden good-by to common sense, 
whose education had not sapped all his 
energy. 

* * x x oa 

Reverence for religion and regard 
for prejudices should be a foundation 
stone in all advertising. A broad and 
catholic spirit is a very desirable thing 
in addressing the general public ; but 
it must ever be borne in mind that a 
large proportion of the public addressed 
is not catholic in its views, but ex- 
tremely narrow-minded. An advertis- 
ing style which is as colorless as water, 
yet as refreshing, will give offense to 
none. 

- o * x - 

A plan of advertising should be car- 
ried out as if it were a military cam- 
paign. <A general sending ammunition 
or forces to different parts of the coun- 
try does so without feeling—by cold 
calculation of the necessities or ad- 
vantages of each case. The past of 
advertising has been marked by too 
much personal preference and friendly 
feeling. It has long been held, even 
by the most expert men in the solicit- 
ing line, that the greater portion of 
the advertising patronage was given 
out, as kissing is, by favor. Some 
of the best business in the coun- 
try has been secured through mere 
personal preference, and is blindly 
left, as the funds of some banks are, in 
the hands of an incompetent board of 
directors, who do not realize the leaks, 
or indeed know how to locate them. 

* * * 

War, they say, is not an unmixed 
evil. It stirs up manliness, encourages 
patriotism, develops energy. So it is 
with opposition in business. Opposi- 
tion is a force and an impulse. It 
rouses all the dormant energy in a 
merchant or manufacturer, and leads 
more men into aggressive advertising 
than any other thing. Many a house 
has been led to advertise, and to do it 
with great liberality, because some de- 
tested rival has dared to attack it. The 
business has grown and colossal for- 
tunes have been achieved, while the 
reason has been little guessed at. ‘he 
whole success, in such cases, arose from 
the opposition at the outset. " 


‘‘How much should we spend?” 
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Count the cost before you begin and 
then throw your hat in the ring! It is 
not worth while to begin the fight half- 
heartedly. Neither war nor advertising 
know half measures. Or, if you would 
have a more peaceable illustration, take 
the old lady’s rule for making cran- 
berry sauce. When asked how much 
sugar she put in, she said: ‘* I put in 
all my conscience allows and then shut 
my eyes and tip over the sugar-bowl.” 
Cranberry sauce should be sweet, and 
advertising expenditure should be lib- 
eral to make a complete success. 

% x x * * 


He who fights and runs away, 

Lives to fignt another day, 
always was a poor principle to act on, 
and the worst of all principles in ad- 
vertising. Better far Napoleon's rule, 
**L’ audace, |’ audace, tonjours |’ au- 
dace!” and his statement that in his 
dictionary there was no such word as 
‘* impossible,” 

7o 

RESULTS OF COSTLY EXPERI- 

ENCE NOT FURNISHED 

GRATIS. 
By W. F. Barrett. 


[here seems to be a growing tend- 
ency on the part of professional and 
other writers of advertising literature 
to compile more or less elaborate tables 
and statistics showing the comparative 
value of various advertising mediums 
as judged by the results of their own 
advertisements which have been placed 
therein. 

The popular demand for these sta- 
tistics seems also to be on the increase, 
and it appears a little singular to the 
writer that when in any other line of 
business the methods that have been 
the means of success are kept from the 
knowledge of other firms in the same 
line, with the utmost care, that in the 
matter of advertising there should be a 
willingness on the part of advertisers 
to give gratuitously the results of an 
experience for which they have paid so 
dearly, and thereby openly invite com- 
petition. The giving of this free ad- 
vice by an advertiser is contrary to the 
dictates of sound business judgment. 
Therefore it would seem that its accu- 
racy and real value to a prospective 
advertiser should be regarded with 
caution, as the only individual whose 
business offers but a slight temptation 
to misrepresent a medium is the gen- 
eral advertising agent, 


Undoubtedly it would be possible to 
get an honest, unprejudiced opinion of 
the value of a paper from most of the 
large advertising managers, but it is 
probable that they would have to be 
approached in an unguarded moment, 
for in writing on such a subject the 
temptation to underrate the value, or 
even fail to make any mention of the 
mediums that had really brought dol- 
lars to their pockets, would be too 
strong for the average business man to 
resist. At all events the latter course 
was followed by one of the most recent 
and thorough statisticians in this line, 
who failed to allude to some of the 
most desirable papers that he actually 
used and that are universally conceded 
to be paying mediums, and not the 
slightest comment was made of the 
fact that in many of the papers tabu- 
lated the advertisement was utterly un- 
adapted to run therein. If there is 
anybody that is qualified to judge of 
the value of a paper (from the success 
of many advertisers), it is the general 
agent, and as with him the temptation 
to misrepresent is reduced to a mini- 
mum, I would recommend the general 
agency for accurate opinions as to 
the mediums that pay and those that 


don’t. 
+o 


IT PAYS TO READ THE ‘‘ ADS.” 

A New York woman, reading acoun- 
try newspaper, saw an advertisement of 
an entrancing bargain offered in a Sixth 
avenue shopping store. She wentthere 
and the clerks denied that the store con- 
tained any such goods as she had read 
about. She was a long-headed woman, 
so she wrote to a friend in the country 
to order the goods in question by 
mail. She got them right away and 
discovered what she had not known be- 
fore—that these great stores drum up 
a country trade by offers wholly differ- 
ent from those with which they tempt 
city folks.—New York Sun, 


——_—_- 2 -— 





EXPERIENCE, the greatest of teach- 
ers, gives us very trying lessons now and 
then ; we remember them with wonder- 
ful accuracy, and studiously avoid their 
repetition. In this way we profit by 
misfortune, and not infrequently the 
unforseen results of our inexperience 
point out a pathway to prosperity. For 
this reason, perhaps, “‘it is better to 
have advertised and lost than never to 
have advertised at all,"—W, W. Hai- 
lock, 
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Correspondence. 
THE LARGEST ADVERTISEMENT. 
H, C. Brown, l 
PuBLISHER “ART IN ADV ERTISING,” 
New York, May 6, 1891. ry 
Editor of Printers’ Ink: 

Speaking of large magazine advertisements, 
the eight-page inset of the Eastman Com- 
pany, which will appear in the June number 
of the leading magazines, will be the largest 
continuous advertisement that has been pub- 
lished so far, 1. C, Brown, 


THEY COLLABORATED. 


Puicapevrnia, April 30, 1891. 
Editor of Prinvers’ Ink: 

In your issue of Printers’ Ink of April 29, 
1891, you state that | was the winner of the 
$50 prize offered by S. C. Beckwith for the 
best illustrated display advertisement of the 
Philadelphia /¢em. in justice to Harry V. 
W. Stivers, of Camden, N. J., I will state he 
originated the idea for the above advertise- 
ment and made the first rough sketch of the 
same ; then gave it to me to redraw, which | 
did, making a few alterations by mutual con- 
sent. We desire the credit to be equally 
divided. Harry Finck. 


——<-2--- 
BORROWED PLUMES. 
Hersert Bootu Kinc & Brotuer, ' 
New York, May 6, 1891. { 
Editor of Printers’ Ink: 
We beg to ask the favor of your valuable 
ce for the purpose of warning the adver- 
thing public against a so-called ** dealer in 
trade-cuts.” In the issue ot Printers’ Ink 
dated February 4 we inserted a single-column 
advertisement, headed by a cut specially pre- 
pared for this advertisement, entitled, x Bre. 
ferred Position Next to Reading.” 
It How appears that one C. L. Harper, giv- 
ive an address at 247 Elliott street, Buffalo, 
N. Y., has issued a catalogue of cuts contain- 
ing the one of ours alluded to above, with 
many others. A responsible and reputable 
advertiser was led into purchasing a duplicate 
of this cut, much to his present annoyance, 
after discovering that he was buying from Mr. 
Harper what was “ borrowed”’ material. 
Hexsert Boorn Kine & Broruer. 
ide 


BUT WHO WILL 


SETTLE IT? 
THe Home-Maker Co., } 
New York, April 29, 1891. | 
Editor of Printers’ Ink: 

I have watched with much interest the 
discussion in Printers’ Ink relative to the 
organizing of an association of publishers. 

There are but two points in the circulation 
of a periodical of interest to advertisers. The 
first is the actual paid circulation, which in- 
cludes annual subscriptions and actual sales 
made through the news companies. The 
second, gratuitous distribution, whether cir- 
culated for the purpose of obtaining sub- 
scriptions or otherwise—the value to the ad- 
—— being practically the same. 

he plan Se Mr. J risbin Walker seems 
to pine» ah the FN ne public—to the as- 
sociation at least—the methods pursued by 
the different publishers for increasiny their 
business, This no live, wide-awake, enter- 


prising concern would consent to, as no one 
would care to instruct some rival concern, 
without enterprise and originality enough to 
increase their business, in plans for so doing. 
As it is, rival concerns are plenty quick 
enough to follow any original ideas adopted 
with success by competitors. The two points 
named, which are really one—actual circula- 
tion—are the sum and substance of the whole 
business. There is no need of long letters or 
palavering; but business. To show these 
facts is a very simple matter. If the pub- 
lishers are ready to unite, as they seem to be, 
no time need be lost, and the matter can be 
settled at once. E. M. Carnrick. 


- e+ ——. 


DIFFICULT, BUT POSSIBLE. 


Tue News, ' 
Burra.o, N. Y., May 4, 1891. { 
Editor of Prixrers’ Ink: 
I have read every line of the correspondence 
printed in Prinrexs’ Ink with regard to the 
most feasible plan of establishing circulations. 
I note that some think that will be a difficult 
thing to establish. No doubt it will. Some 
people would have said three years ago that it 
would be impossible for PrinTERS’ Ink to 
reach the position it has; but it got there. I 
think the “ proposition,’’ as they call it in 
California, isa good one—in fact, one of the 
best I have ever known to briag about good 
results to good advertisers, and it is not a diffi- 
cult one to establish if it is gone about right. 
Advertising agents should get together, as 
the American Publishers’ Association has, and 
bring this thing toa head. Guvod, honest, up- 
and-up c ‘ire ulations make good, healthy adver- 
tisers ; *‘ steal’’ circulations kill off good ad- 
vertisers. Keep it going, and it is bound to 
bring good results. 
J. A. Burier, Bus. Mgr. 
> —___—_ 
EARNED. 
Tue Loursvi_te CommercIAL, 
W. H. J. Hargrave, Foreign Adv’g Mar, 
New York Office, Room g2 Tribune Bldg. 
The Largest Local Circulation, 
The Largest Suburban Circulation, 
The Largest County Circulation, 
The Largest State Circulation and 
The Largest Total Circulation 
Of all Louisville Morning Dailies. 
May 11, 1891. 


WELL 


Geo, P. Rowell & Co. : 

It is a pleasure to inclose check for first 
quarter of adve rtising in Printers’ Ink, The 
* Little Giant” has weil a the money. 

. J. HarGrave. 
-o; 


FOUR $50 AWARDS. 


The publishers of PRINTERS’ INK 
have awarded the four $50 prizes to 
the publishers of the following papers : 
Pulpit, Buffalo, N. Y.; Bee, Omaha, 


Neb. ; Banner, Nashville, Tenn., and 
Messenger, Marblehead, Mass. Checks 
have been forwarded and the successful! 
notices are printed below : 
From the ‘‘Pulpit,” Buffalo, N.Y. 

Half a century ago advertising consisted of 
a door-plate and a card; twenty-five years 
ago a sign and an invitation to ‘*come and 
see ;"’ to-day it is news, fashion, the drift of 
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what is going on in the great world of trade. 
Perhaps no one thing has done more te im- 
rove and | develop i it than a little journal called 

-RINTERS’ InK—published weekly by G. P. 
Rowell & Co., New York, It came witha 
flash two years ago and everybody hasn't 
stopped wondering yet at its quick success, 
It has brought together the advertiser and the 
newspaper and each from their own stand- 
points have looked at the question—the iron 
of experience sharpened by the iron of good 
judgment, 

Printers’ Ink takes up the question of ad- 
vertising in general—weighs pric es, methods, 
mediums, possibilities and results; tells what 
toaccept and what to avoid and all but does 
for an advertiser what atrained manager of 
ripe and quick judgment would do. More, it 
-s hints on how to go about the work in- 
telligently, suggestive sketches and outlines 
and ideas with all of the authority of ripe ex- 
pe rience. 

It is the journal for every one who spends 
one dollar or a million in advertising and for 
every man who prints or edits a newspaper. 

2,00 a year, A sample copy for the asking. 





From the “‘ Bee,” Omaha, Ned. 

If that man is a benefactor who causeth two 
blades of grass to grow where but one grew 
before, equally worthy of the title are they 
who point tne way to business success and 
wisely counsel how to walk therein. In the 
great striving world of trade advertising is at 
once the talisman and the herald of Kap 20s . 
No great victory in business can be achieved 
without it. It is the sign and evidence of a 
merchart’s enterprise, and largely determines 
his claim to the attention and confidence of 
the public. Whether classified as an art or a 
science, or as partaking of both, advertising is 
certainly progressive, and in the process of 
evolution calls for a high order of culture, 
judgment, taste, literary execution, and prac- 
tical experience to give it value with the pub- 
lic. To teach the most judicious and effective 
use of this potent force in commercial affairs 
is the object of a weekly journal significantly 
called Printers’ Ink, issued by the newspaper 
advertising bureau of Geo. P, Rowell & Co., 
New York, Every enterprising, progressive 
merchant knows the necessity and value of 
advertising, but to many sich how to adver- 
tise most e fective ly is a perplexing problem. 
Printers’ Ink suppli es the needed instruc- 
tion. No one mind isso comprehensive and 
versatile as to be able to produce fresh and 
novel ideasevery time a business house changes 
its advertisement. Printers’ Ink, with its 
wealth of suggestion, is an infallible mentor. 
A great many merchants have good ideas 
about advertising and plenty of them, but find 
difficulty in setting them forth so as to be 
most attractive and to produce the hest effect. 
Printers’ Ink furnishes suggestions that will 
relieve them of this trouble. Thousands of 
merchants spend money liberally in advertis- 
ing and donot get satisfactory returns because 
their method is not good, Printers’ Inx will 
direct them in the right course, In short, this 
unique and interesting journal is a wee kly re- 
pository of information, suggestion and coun- 
sel invaluable to newspaper advertisers, The 
contributors to it are men who have had years 
of practical expe rience in the advertising bus- 
iness and have given to it intelligent’ study— 
shrewd, brainy, wide-awake men, whose opin- 
ions and ideas are worth large money in the 
markets where there is a demand for them. 
Printers’ Ink commands the knowledge and 
experience of such men and offers the product 
to the advertising merchant at-the moderate 


price of $2 a year, and no investment he can 
make will bring him so largea return. The 
advertising bureau of Geo. P. Rowell & Co 
has a business standing of a quarter of a cen- 
tury, and enjoys the fullest confidence of the 
newspapers of che country and of the thou- 
sands of mercantile houses that have done 
business with it. We cordially commend 
Printers’ Lyk to all advertisers as an indis- 
pensable counsellor and guide. 

From the “Banner,” Nashville, Tenn, 

The advertiser who gets least for his money 
is the one easiest satisfied in the manner of 
spending it. 

The advertiser who secures best results from 
advertising, and gets value received trom the 
space he buys, is the one who takes most pains 

in the preparation, placing and displaying of 
his advertisements. 

To attract attention is the end and aim of 
advertising, whether by town-crier, by drum 
and fife, by posters, circulars, show-windows 
or announcements in newspapers and other 
publications. 

The majority of advertisers do their adver- 
tising in newspapers, and in this particular 
field the most effective means to gain attention 
are: 

First—To properly prepare the matter. 

Second- To make the announcement at- 
tractive, and 

Third—To select the best mediums for its 
publication. 

Many local advertisers cannot afford to em- 
ploy special or general agents to write and 
display and place their advertising, and must, 
in consequence, learn how to do it for them- 
selves. And they must learn to do it expe- 
ditiously in order not to interfere with the 
proper management of other departments of 
their business, and to do it well so that the 
best returns may be had and their full money's 
worth realized. 

The best, the quickest and the surest way 
that we know of to learn how to advertise is to 
subscribe for and read with care every issue of 
Prin is rs’ Ink, a weekly journal published by 
Geo. P. Rowell & Co., 10 Spruce St., New 
York, and especially devoted to the interests 
of advertisers. 

The long experience of the publishers and 
the volume of their business i in the advertising 
line have been sufficient to give them a thor- 
ough knowledge of how to prepare, how to 
arrange and how to place advertisements, thus 
—— them to issue a model paper for ad- 
vertise 

For two dollars a ag fifty-two numbers of 
Printers’ Ink can be had, and from them can 
be gained information contributed by the pub- 
lishers, as well as suggestions from hundreds 
of other practical business men who discuss iv 
its columns the mannerand means of advertis- 
ing from the point of personal experiment and 
observation, 

Six months ago the Banner paid $356 in 

early subscriptions for 178 copies of Printers’ 
Soe to be sent to Nashville advertisers, and 
the marked improvement in the preparation 
and attractiveness of advertisements in the 
local newspapers indicate the wisdom of the 
investment. 

The highest praise, therefore, that we can 
accord Printers’ Ink is simply to state the 
beneficial results of its circulation among local 
advertisers, and to be witnesses to the fact 
that the suggestions in its columns have as- 
sisted them in propertly preparing their mat- 
ter; that the illustrations in display of cuts 
and type have helped them in making their 
announcements attractive, and that the publi- 
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cation of articles on newspaper circulation has 
giventhem a better appreciation of advertising 
space and caused them to take more care in 
selecting their advertising mediums. 


From the “ Messenger,’ Marblehead, Mass. 

Many months ago an unassuming little pub- 
lication crept into our mail, We casually 
noticed it was called Prinrers’ Ink, was 

ublished by George P, Rowell & Co.,, of 

ew York, and purported to be a journal for 
advertisers. The first number slid gracefully 
into the waste-basket. The second was 
merely ——— and glanced at. The third 
took a ride home in the editorial pocket and 
gained possession of an evening. That night 
we made a discovery—an unique thing in 
journalism : ($2.00 per annum), 

Ever since then we have regularly givena 
few hours a week to a study of the ethics of 
advertising, Printers’ Ink being the text- 
book, When we begun we thought we 
knew something about the subject, but have 
thrown away half our old ideas and are 
growing skeptical about the other half. We 
sit among the silent guests, content to learn 
from the great masters of advertising whom 
Rowell has bidden to his feast, The wit, the 
nerve, the alluring visions of wealth spread 
out before us make the whole matter so fasci- 
nating that until Prinrers’ Ink be read and 
digested the big weeklies lie unopened and 
the favorite magazines uncut. It makes us 
— long to advertise something, we don't 

now yet exactly what. 

It was fitting that the leading advertising 
agency of America, twenty-five years estab- 
lished and always conspicuous for new ideas, 
should be the first to cultivate so fruitful a 
field. Every advertiser needs just such coun- 
sel as Printers’ Ink supplies and can find it 
nowhere else. He is attracted by so unique 
a piece of enterprise; he admires a house 
that dares to practice what it preaches, that 
is broad enough to advertise its competitors 
and that in all things commands success. 

Both in “size and quality,” as the horti- 
cultural catalogues say, Printers’ Ink is a 
novelty, with a racy flavor entirely new. As 
to typographical excellence—well, that goes 
without saying. 





~_- 
WANTS. 


Advertisements under this head W cents a line 


ANTED —Position as foreman of a daily 
gy by an experienced printer. 
Address “ RSON,” care of PRINTERS’ INK. 


YANVASSERS wanted to secure subscrip- 

/ tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of PRINTERS’ 
Ink, 10 Spruce St., New York. 


N N. Y. CITY, position by young lady 

Stenographer ‘and Typewriter. Several 
years’ experience in a eer office. 
Address “ M.,” PRINTERS’ INK 


XPERT ADVERTISER antes manage- 
ment of adv. contracts of extensive gen- 
eral adv. om.. Full mao tedpe of best me- 
diums, value 0 Sot Highest testimo- 
nials. sadness XPERT, ” Box 1582, Phila. 
ANTED—A position as Business Man. 
ager, Secretary, or other like position of 
trust. I have had considerable business ex- 
pos lence, am 38, have a wife and 3 boys. The 
t of references given and required. Ad- 
dress “ BAITOOL,” care of PRINTERS’ INK. 


GENTLEMAN of wide experience as 
Seraiees Manager, Superintendent 
and tion Secretary in private and 
corporat: +~—" is open to engagement. 
Can furnish the best of references. “ SECRE- 
TARY,” Office 7, 2 Park Square, Boston, Mass. 


|O a party who can invest $5,000 a rare op- 
portunity is offered to secure an equal 
interest in a well established and prosperous 
yeekiy Trade Journal in the leading West- 
ern city. The leading Industrial Journal of 
the Great West, North West and South We st, 
Investigation is solicited. Address “ N. E., 
Box 1358, Denver, Colo. 


VERY ISSUE of PKINTERS’ INK is 
religiously read by many thousand 
hewspaper men and printers, as well as by 
advertisers. If you Want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars, As a rule, one insertion can be relied 

upon to do the business. 

— o —_——— 
FOR SALE. 


Advertisements under this head W cents a ln 


A) INIATURE DYNAMOS for premiums, 
EMPIRE PUR. CO., 66 Duane St., N. Y. 


Ay ERTISING SPACE in Daily and Week 
ly Gazette, Springfield, O. Good resuits. 


og? -§4 cash, buys 500 circulation coun 
S6OU try paper. Address “X,” PRINTERS’ 


VOR SALE—A ne complete Job Office 

+ Outfit, ine luding Bal? pre SS, oohtnet, , (ype, 
ete. Price, $200.00. Address M. » ee 
Drawer 1592, Philade Iphia. 


V ELL ESTABLISHED Republican News 

paper and Job Office in North Missouri 
city of 5,000. Half (or whole) at a bargain. 
Address * G,” PRINTERS’ INK. 


ESS THAN COST—Job and Label Office. 

4 Business established on good paying 
basis. Less than $5,000.00 need not apply. 
Address “ OHIO,” PRINTERS’ INK. 


YOR SALE—A semi-weekly paper; steam ; 
job office ; largest circulation in county ; 
railroad and mining town; population, 4,0; 
price, $6,500. Address J. F. ERDLEN & CO., 
Salida, Col. 


YOR SALE—The entire or one half interest 
in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to “B. F.,” care Printers’ INK. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type 
tell the story in twenty three words and se oy 
it, with two dollars, to the office of PRIN 
ERS’ INK. If you will sell cheap hdr F 
single insertion of the announcement will 
generally secure a customer. 


IOR SALE.—A rare opportunity for an en 

terprising man desiring to go into the 
newspaper business. The entire plant of 
the ORANGE EVENING MAIL. PUBLISHING 
COMPANY, of Orange, New Jersey, offered 
for sale, consisting of presses, type, etc., et: 
also a controlling interest in the stock of th« 
company. This is a daily paper now in ful! 
operation, with good outstanding contracts 
For Pg 7 yarticulars, apply to DIL! 
CHANDLER SEYMOUR, 31 Nassau St 
New ‘York City. 





SPECIAL NOTICES. 
Advertisements under this head, two lines or 
more, without display, We. a line. 

= GUIDE. 
_— NEW HAVEN. 


re NEW HAVEN NEWS. 


ao LISTS ARE strong, 
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raenens: CALL, Quincy, Il. 


NE’ HAVEN NEWS, a newspaper. 





Ge AS GOLD, NEW HAVEN NEWS. 
Le INKS are the best. New York. 


PULAR EDUCATOR, Boston, for teach- 
ers. 
GENTS’ HERALD, Phila., Pa, 15th year. 
i 80,000 monthly. 


QVHE GRAPHIC, Chica O,, “the great West- 
ern illustrated wee kly 


MPVHE GRAPHIC, Chicago Most value at 
least cost to advertisers. 


RIGHT, clean and a liable is the SAN 
FRANCISCO BULLETIN 


DICIOUS advertising ays. Try the 
TOU ISVILLE COMMERCIAL. 


) p REE! DAY. DAILY EVENING 
10. A ( ITEM. Lynn, Mass. 

COMPLETE Family New spaper. SAN 
JA FRANCISCO CALL. _Estab. 1853. 


GENTS’ names $1 to $10 per 1,000. 
A AGENTS’ HERALD, Phila., Pa. 


YYPVHE GATE CITY has no rival as an adver- 
tising medium in Keokuk, lowa 


‘AN FRANCISCO WEEKLY CALL and 
s BULLETIN cover the Pacific Coast. 
ARGEST e vening 
nia—SAN FRANC 
ROSPEROUS, inte lligent people reached 
by the SAN’ FRANCISCO BULLETIN. 
OST “Wants,” most circulation, most 
adv’s. SAN FRANCISCO CALL leads. 














irculation in Califor- 
10 BU STIN 








MPVHE ADVERTISERS’ GUIDE—Mailed free 
by STANLEY DAY, New Market, N. J. 


I IGH grade, pure tone, honest circulation. 
None better. SAN FRANCISCO CALL. 


ar ST ORDE R Mechanical Engraving 
. Rhodes, 7 New Chambers St., N. ¥ 


‘P Bon nescom (O.) Daily and Weekly Ga- 
Ss zette. The People’s Paper. Most “ Wants ” 
wpecial rates for School and Summer resort 

advts. Daily Democrat, Sherman, Texas. 


ATENTS for inventors ; 40 page book free. 
W. T. FITZGERALD, 800 F St., Washing- 
ton, D. C. 


JHE most effective mediums for Kansas 
are THE TOPEKA DAILY and WEEKLY 
CAPITAL. 
ARGER CIRCULATION than both morn- 
4d ing a oe combined, NEW 
HAVEN NEW: 
E ton oecaen FINDLAY, O., best me- 
dium through which to reach customers 
in Northern Ohio. 
ALF of Crawfordsville, Ind., spends part 
of summer at resorts. Advertise Hotels 
in THE JOURNAL. 


I AILY REPUBLICAN—Phoenixville, Pa.— 
Only daily, city of 9,000; proved circula- 
tion over 1,300 daily. 


| y- most liberal, most popular, most 
influentia! classes in city and State, 
NEW HAVEN NEWS. 


YUARANTEED LARGER CIRCULATION 
W than any other morning: | paper in Con- 
necticut, NEW HAVEN NE 
HE CHARLOTTE (N. C.) CHRONICLE has 
hundreds of readers who have not de- 
cided where they will will spend the Summer. 




















one -" waner" 
any other mnecticut pa 
THE NEW HAVEN NEWS. i cent a wo! 


romptly supplied nn 





W.; cireu- 


55. OGBiawin Si NRA wOISe 30 CALL. 


OU can run a local illu my gy | yaper ata 
PROFIT. Will tell you how, PIC a & A 
WEEKLIES COMPANY, 2 West Sd St., 


OWELL, Mass., has 80,000 nna A 
quarter of them go somewhere ever ry 
summer, Advertise in the MORNING TIMES. 


- PE Measures, 1 nonpareil and agate, by 
mail to any address on receipt of three 
2e.stamps. Address GEO. P. ROWELL & CU., 
New York. 
HE SIOUX CITY JOURNAL—only paper 
in lowa published seven days a week. It 
has the largest daily circulation of any paper 
published in the State. 


ANGOR NEWS—According to the Ameri- 

can Newspaper Directory for 1891 this 
paper has a larger circulation than any other 
morning daily in Maine. 


ENVER REPUBLICAN, — According to 

the American Newspaper Directory for 
1891 this paper has a larger circulation than 
any other daily in Colorado. 


30, ar 0) PEOPLE | - read THE NEW 

HAVEN NEWS daily. It 
is the Best Adve eM a Medium in Southern 
New England. $1.2) an inch. 


ATTLE GROUND REPOSITORY, La Fay 

ette, Ind.—Circulates principally among 
Summer Resort patrons. Advertising in it 
pays. Circulation guaranteed. 


= AM AGE-HERALD.—According 
to the American Newspaper Directory 
for 1891 this paper has a larger circulation 
than any other daily in Alabama, 


A} EDICAL BRIEF (St. Louis) has the largest 

circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies each issue. 


INNEAPOLIS TRKIBUNE.—According to 

American Newspaper Directory for 1891 
this paper has a larger circulation than any 
other morning paper in Minnesota. 


Qt. GA.. OLD HOMESTEAD.—Ac- 
cording to the American Newspaper Direc 
tory for 1891 this paper has a larger circulation 
than any other monthly in the South. 


ETROITER ABEND-POST has, according 

to the American Newspaper Directory 
for 1891, a larger circulation than all the other 
German dailies in Michigan combined. 


EW ORLEANS TIMES-DEMOCRAT.—Ac- 

cording to the American Newspaper Di- 
rectory for 1891 this paper has a larger circu- 
lation than any other daily in Louisiana. 


EW ORLEANS TIMES-DEMOCRAT.—Ac- 

cording to the American Newspaper Di- 
rectory for 1891 this paper has a larger circu- 
lation than any other weekly in Louisiana. 


wo HOOL ADVERTISING in Texas should be 
done through the (Dallas) TEXAS BAP 
TST AND HERALD. Reaches more first 
class homes than any Texas religious paper. 


OWELL NEWS—According to the Ameri 
4can Newspaper Directory for 1891 this 
paper has a larger circulation than any other 
daily in Massachusetts, excepting the Boston 
papers. 


HE CHICAGOER FREIE PRESSE (Daily), 
published in Chicago, has, according to 
the American Newspaper Directory for 1391, 
pay amy circulation of any German daily 
n Illinois 


AMILIEN BLAETTER (W eekly), published 

in Detroit, has, according to the Ameri 
can Newspaper Directory for 1891, the largest 
circulation accorded to any German weekly 
in Michigan. 

HE LEADER (Monthly), published in Bos. 

ton, has, according to the American 
Newspaper Directory for 1891, the largest cir 
culation accorded to any Musical paper in 
Massachusetts, 
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PEOPLE through King- 
5 00 ston, N. Yievery summer, for 
e °C Atskill mountains. Best time to adver- 
tise hotels in KINGSTON DAIL Y FREEMAN, 
Kingston, N. Y. 


1G 4.—Daily Republic-Times, Weekly 

patie, Lutheran Evangelist, Wem h~ 
Home. Special rates on Hotel and ort 
advs. THE HOSTERMAN PUBLISHING CO., 
Springfield, Ohio. 


YOLUMBUS, Ohio.— THE OHIO STATE 
JOURNAL, me Neg ee | and Sunday, is 
credited with being the leading paper by all 
newspaper authorities. Daily, 12,000; Sunday, 
15,000; Weekly, 22,000. 
HE WESTERN PENMAN (Monthly), pub- 
lished in Cedar Rapids, has, according to 
the American Newspaper Directory for 1391, 
the largest circulation accorded to any Edu- 
cational paper in Iowa. 


HRISTIAN OBSERVER, the organ of the 

Presbyterian Church, published at Louis- 
ville, covers the entire South thoroughly and 
has the largest circulation of any religious 
newspaper in Kentucky. 


ITNESS, Weekly, New York, is among 

the 161 newspapers to w hich the new 
edition of the American News or Directory 
for 1891 accords a regular circulation of more 
than 50,000 copies each issue. 


HE PHONOGRAPHIC MAGAZINE (Month- 

ly), published in Cincinnati, has, accord- 
ing to the American Newspaper Directory 
for 1891, the largest circulation accorded to 
any educational paper in Ohio. 


ITTLE ROCK GAZETTE.—According to 

4 the American Newspaper Directory for 

1891, this paper has a larger circulation than 

any other daily in Arkansas. It is the only 
paper covering the entire State. 


ARPENTRY AND BUILDING (Monthly), 

published in New York City, has, accord- 
ing to the American Newspaper Directory 
for 1891, the largest circulation accorded to 
any Building paper in New York. 


Di DANSKE PIONEER (Weekly), pub- 
lished in Omaha, Neb., has, according to 
sy rene for 1891, 
est circulation Ssecoraed to any Dan: 

ish weekly paperin United United States. 


HHRISTIAN ADVOCATE, New York, is 

/ among the 161 ——— to which the 
new edition of American Newspaper Direc- 
tory for 1891 accords a regular circulation of 
more than 50,000 copies each issue. 


OME MAGAZINE, Washington, D. C., is 
one of the 32 newspapers to which the 
new edition of the American N per Di- 
rectory for 1891 accords a regular circulation 
of more than 150,000 00 copies each issue. 


bores TRIBUNE, Washington, D. 
is one of the 32 newspapers to which ‘Ss 
new edition of the American Newspaper Di- 
rectory for 1891 accords a regular circulation 
of more than 150,000 copies each issue. 


Queaes RESORT and ppventionel giver. 
tisements in Lk TROY DAILY PRESS, 6 
cents per inch each insertion. The PRESS 
has the largest circulation in Troy, N. Y., 
and it is the leading family newspaper. 


HE SCHOOL JOURNAL, Weekly (circula- 

tion 18,000), and TEACHERS’ INSTITUTE, 
Monthly (circulation 47,000), reach a large 
proportion of 300,000 teachers and school 
officers. Circulation jon proved. New York. 


HE VOICE, published in New York City, 

is one of the 2 pyteations in the 

United States that, according to a list pub- 

lished by Geo. P. Rowell & Co., circulate be- 
tween 100,000 and 150.000 copies each issue. 


HICAGO UNION. seemas, Weekly, 


Di- Sunpay, WEEK LY. 


00 
average issue during 1890 was 90, 
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EOPLE’S HOME JOURNAL, New York, 

is one of the 32 newspapers to which the 
new edition of the American Newspaper 
Directory for 1891 accords a regular circula- 
tion of more than 150,000 copies each issue. 


HE ST. LOUIS CHRISTIAN ADVOCATE, 
the organ of the Methodist Episcopal 
Church, South, has, according to the Ameri- 
can Newspaper Directory for 1891, the largest 
circulation of any religious paper in Missouri. 


HE NORFOLK VIRGINIAN, the most ex- 
tensively circulated Daily Paper in Vir- 
inia with one exception. Unrivaled medium 
or Summer Resorts and Schools and Col 
leges. Send for rates. VirGINIAN, Norfolk, Va. 


I O YOU DESIRE to have the attractions 

of your hotel presented to the intending 
summer visitors of New 80, con 
sult SUBURBS, an illustrated monthly, pub- 
lished by L. H. CORNISH, Beekman St., 
New York. 


TWO-LINE NOTICE in Printers’ INK, 

under heading of Special Notices, can 
be inserted every week for a whole year for 
$31.20; 3 lines will cost $46.80 ; 4 lines, $62.40; 
5 lines, $78.00; 6 lines, $93.60; 7 lines, $109.20: 
8 lines, $124.80. 


ESTERN RECO! “ORDER, Louisville, Ky. 

Recognized by all as the leading Baptist 
paper of the South. Reaches the very best 
people in the South. Particularly valuable 
as an advertising medium for Hotels and 
Summer Resorts. 


HE METROPOLITAN, New York City, is 
one of the 4 monthly publications to 
which the new edition of the American 
Newspaper Directory for 1891 accords its 
aes circulation rating, viz., exceeding 
,000 copies each issue. 


HE EVENING ITEM, | Philadelphia, Pa., 

is one of the 32 newspapers to which the 
new edition of the American Newspaper Di 
rectory for 1891 accords a regular circulation 
of more than 150,000 for each issue and one of 
the four DAILY papers exceeding 150,000. 


HE PRICE of the American Newspaper 
Directory is Five liars, and the pur- 
chase of the book carries with it a paid sub 
i to Printers’ Ink for one year. Ad- 
: P. ROWELL & CO., Publishers, 

No. “10 Spruce St., New York. 


‘T. LOUIS CRITIC.—The new edition of the 
)) American Newspaper Directory names 
19,373 papers, but accords a circulation rating 
of more than 4, oo copies to only 333. Twen 

ty-four pai in Missouri have this rating, 
and the Critic Sts one of them. 


RCHARD AND GARDEN, Little Silver.— 

The new edition of the American News 
paper Directory names 19,373 papers, but ac- 
cords a circulation rating of more than 25,000 
copies to only 833. This is the only paper in 
New Jersey having this rating. 


LBANY JOURNAL (Weekly).—The new 
edition of the American New ~ “eet Di 
rectory (for 1891) names 19,373 papers. 
cords a circulation rating of ‘ D copies io 
23 papers in New York State, and the Albany 
Weekly Journal is one of them. 


HE NEW YORK MORNING JOURNAL. 
The new edition of the American News 
paper Directory for 1891 rates only ten news 
papers im the United States as issuing more 
han 100,000 copies daily. The New York 
Morning Journal is one of them. 


NYON’S MAGAZINE.—The new edition 
of the American Newspaper Directory 
for 1891 rates only «3 monthly publications as 
pa | a circulation exceeding 100,000 copies 
each issue. Munyon’s Magazine, published 
at Philadelphia, Pa., is one of them. 


wove wey D REPUBLICAN, LEADING 
PAPER OF NEW ENGLAND. DAILY, 
Proprietors of Summer 
Resorts find it an effective medium for their 
announcements. Send for rates. THE RE- 
PUBLICAN, SPRINGFIELD, MASS, 
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1 = 0 PAYS for the KNIGHT'S JOUR- 
7 3) | Monthly), and a complete 
gt + cy Dickens or Waverly Novels. 
T. J. SMITH & © 0, , Publishers, Cincinnati, O. 


Dar ER DEALEKS.— M. Piummer & Co., 
161 William St., N. Y., sell every kind of 
paper used by orinters and publishers, at low- 
est prices. Full line quality of Printers’ Ink, 


ARTFORD, Connecticut.—Geo. P. Rowell 

& Co. of New York in their new BOOK 
FOR ADVE RTISERS name THE HARTFORD 
TIMES as the best, most widely circulated, 
most influential r at that important 
center of population, wealth and trade. 


I ETROIT SUNDAY SUN.—The new edition 

of the American Newspaper Directory 
names 19,373 papers, but accords a circula- 
tion rating of more than 25,000 copies to only 
333. Nine papers in Michigan have this rat- 
ing, and the Sunday Sun is one of them. 


TYNHE PILOT, Boston.—The new edition of 
the American Newspaper Directory 
names 19,373 papers, but accords a circ mation 
rating of more than 25 ,000 copies to only 3% 
Twenty-five papers in Massachusetts hav é 
this rating, and the PILOT is one of them. 


E CAN SAVE you fifty dollars when you 
build.” Plans, waeee, to build from, 
only 25 cents. Our Book, Beautiful Homes, 
3cents. Advertise in Tae "NATIONAL BUILDER. 
Write for catalogues. Address, THE NATIONAL 
BuiLper, Adams Express Build’g, Chicago, IL. 


Ava ANNAH, GA., OLD HOMESTEAD.—The 
SS new edition of the American Newspaper 
Directory names 19,373 papers, but accords a 
circulation rating of more than 25,000 copies 
to only 333. Three papers in Georgia have 
_— rating, and the Old Homestead is one of 
them. 


UFFALO DAILY TIMES.—The new edition 

of the American Newspaper Directory 
names 19,373 papers, but accords a circulation 
rating of more than 25,000 copies to only 333. 
One hundred and ten papers in New York 
have this rating, and the Buffalo Daily Times 
is one of them. 


) pe yy DAILY MORNING HERALD. 
The new edition of the American News- 
paper Directory names 19,373 papers, but ®c 
cords a circulation rating of more than 25,000 
copies to only 333. Two papers in Maryland 
have this rating, and the Daily Morning Her- 
ald is one of them. 
V HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 
Printers’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No. 10 
Spruce St., New York. 


HE MAIL AND EXPRESS (Daily).—The 
new edition of the American Newspaper 
Directory names 19,373 papers, but accords a 
circulation rating of more than 25,000 copies 
soonly 333. One hundred and ten papers in 
New York have this rating, and the Mail and 
Express is one of them, 


HILADELPHIA SUNDAY ITEM—Rowell’s 

Directory for 1891 rates only four Sunday 
papers in the United States with a regular 
circulation exceeding 150,000. THE PHILA- 
DELPHIA SUNDAY freM is one of the four. 

tes lower than any newspaper in America 
for similar circulation. 


LLEGES, SCHOOLS and SUMMER RE- 

SORTS cannot reach the well-to-do public 

of the Southwest more effectually and eco- 

nomically than we advertising in the New 

Orleans PICAY —- copies and ad- 

vertising rates furnis' on application. 
Address PICAYUNE, New Orleans. 


N CAREFULLY ‘ascertaining what his ad- 
vertising costs him, W. Atlee Burpee, the 
well-known seedsman of ee hia, shows 














that out of 48 pa ere and magazines 45 cost 
him mere than the New York Weekly Wit- 
nee ees For - AS rticulars see wee 1922 
and 1923 American Newspaper Dircctory. 


Y NIGHTS OF HONOR REPORTER, Boston. 
The new edition of the American News 
paper Directory names 19,373 papers, but ac 
cords a circulation rating of more than 25,000 
copies to only 338. Twenty-five papers in 
Massachusetts have this rating, and the 
Knights of Honor Keporter is one of them. 


"FV\HE TEACHER.—The new edition of the 
American Newspaper Directory names 
19,373 papers, but accords a circulation rating 
of more than 25,000 comics to only 33. One 
hundred and ten pears in New York have 
this rating, and The Teacher, with its guar 
anteed circulation of over 50,000, is one of 
them. 
(Serpe. Trade Papers. Complete 
lists of all devoted to any of the various 
trades, professions, societies, etc., may be 
found in Geo. P. Rowell & Co’s “ Book for 


Advertisers,” which is sent by mail to any 
address on receipt . one dollar. Apply to 
GEO. P. ROWELL CO., Publishers, 10 


Spruce St., New my 


| IE WESTLICHE POST is the oldest, 
largest and most influential German 
daily in the Mississippi Valley. It is the only 
German paper in St. Louis which is edited 
and composed entirely in St. Louis. An 
advertisement in DIE WESTLICHE POST 
brings sure returns. Office: Westliche Post 
Building, St. Louis, Mo. 
ARTFORD, Conn., the wealthiest city of 
its size in the United States, is an excel 
lent field for “Summer Resort” advertising. 
THE HARTFORD TIMES reaches a larger 
number of the more prosperous families 
than any other newspaper in Conn. In pro- 
ortion to circulation (quality and quantity), 
ts rates are lowest. Send for estimate. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min 
eral region of Alabama. Average daily cir 
culation, 7,50; average Sunday cire ulation, 
10,000 ; average weekly circulation, 25,000. 
Population of Jefferson County, in’ which 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD COM 





PANY, Birmingham, Alabama. 
NION AND ADVERTISER, Rochester, 
N. Y.—Geo. p Rowell & Co. publish a 


list of the representative daily newspapers 
issued in cities having a population of more 
than 2,000;—the newspapers in each place 
which can be specially recommended to ad 
vertisers as coming up to the requisite stand- 
ard of character and circulation. The Roch 
ester (N. Y.) UNION is included in this List. 


VHE GOLDEN RULE is a strong evangeli 
cal religious weekly, published at Bos 
ton, and has, according to the American 
Newspaper Directory for 1891, the largest cir- 
culation of any religious paper in New Eng 
land. Advertisers who use its columns regu- 
larly say it is a “payer.” They coms to 
know. For rates, address F. T. BURDETT, 
Adv. Mgr., GOLDEN RULE COMPANY, 
ton, Mass. 


A Newspapers printed in for- 
eign languages. ‘omplete lists of Ger- 
man, Scandinavian, French, Spanish, or 
Portuguese newspapers in the United States, 
or all those print in any language other 
than English, may be found in Geo. P. 

ywell & Co’s * Book for Advertisers,” which 
is sent by mail to anv address for one dollar. 

Apply to GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 


HIS PAPER does not insert any adver- 

tisement as reading matter. Everythin 
that does appear as reading matter is inserte 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe- 
cial Notices are nearly as interesting as read- 
ing matter. The cost is 50 cents a line each 





Bos 


issue for two lines or more. Until further no- 
tice the following discounts will be allowed 
for continued advertisements: 1 month, 10 per 
8 months, 2) per cent; 6 months, 3) per 
1 year, 40 per cent. 


cent; 
cent; 
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A JOURNAL FOR ADVERTISERS. 





GEO. P. ROWELL & CO., Pusuisners. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


Until further notice the following discounts 
will be allowed for continued advertisements : 


1 month, ......ceeee 10 per cent. 
3 months. . ——_o = 
oe . 30 si 
pS — 





Advertisements may be changed weekly. The 
circulation of Priwrers’ Ink since January 1, 1891, 
has been as follows : 





January 7, copies printed.............. 59,000 
pi 14, TT TT TTT rere . 21,250 
21, cccesccesecsse 22,000 
28, wT = ss HGS eOesbeneens 2,000 
Pre ~~ neevenewerovas 41,250 
II, ~~ erates 42,000 
“88, RE TTT TTT TTT 2,000 
rT eT re ee 42,000 
March ne ee . 42,000 
* 1, 2, 
18, 2 
25 
April l, 
“ 8. 
44 15, 
a 22, y 
va Ti TTT TT tty 40,250 
May _ i ee eee 56,750 
= 13, + 40,250 





JOHN IRVING ROMER, EDITOR. 


NEW YORK, MAY 20, 1891. 





PERHAPS we are not apt enough to 
consider the almost intangible increase 
in value which accrues to the adver- 
tised article. The late P. T. Barnum 
showed a business-like appreciation of 
the fact at the time of the great sensa- 
tion over Jumbo, When the English 
people expressed a desire to buy back 
their pet, he declared that he would not 
sell it then for £100,000. Yet he had 
bought it a short time before for only 
$10,000, and was considered to have 
paid a fair price for it. What had 
caused this increase in value? Jumbo 
was the same elephant that he was a 
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year before. But, as Barnum shrewdly 
recognized, the tremendous amount of 
free advertising given him after the 
sale increased his value proportionately. 
And the man who advertises is 
really adding to his capital. When he 
wants to sell his business he will more 
readily find a purchaser, and on better 
terms, than if his advertisement had 
never seen the li 


so 





Mr. C.C, MURPHY, a modest young 
gentleman doing business in New York 
city as an advertising agent in what 
would seem to bea small way, is said 
to have placed orders during the past 
year to the amount of three hundred 
and sixty thcusand dollars with one pa- 
per which he attempts to specially rep- 
resent—the New York Wordd. 





ONE can only surmise the motives of 
the young man who inserted this ‘‘ Per- 
sonal” in the New York //era/d: 

A YOUNG MAN, EXPERT IN COOK- 
ing and general housework, is desirous of 
making : cquaintance of young lady ; type- 
writer preferred; object matrimony. Ad- 
dress M., 334 Herald. 


Probably he intends to reverse the 
ordinary domestic arrangements; he 
has no doubt found ‘‘the battle of 
life” —of which we hear so much from 
amateur philosophers—too much for 
him, and thinks that woman’s sphere 
would be more in accordance with his 
tastes. The outcome of this novel ex- 
periment will be awaited with hardly 
less interest than that of other daring 
theorists of the Edward Bellamy order. 


IT is rarely found that the same se- 
lection of papers will satisfy two adver- 
tisers. Even if the list of one is taken 
as the basis, the other will want to make 
some substitution or erasures, Personal 
preference or some phase of individual 
experience will cause many changes to 
be made. An advertising agent of long 
experience said in the hearing of the 
writer that he had never known but 
one case where two customers chose 
exactly the same papers, and in that 
instance the result was not satisfactory. 
It was probably this condition of affairs 
that led to the compiling of the lists 
which form the greater part of Messrs. 
Geo. P. Rowell & Co's ‘* Book for Ad- 
vertisers,” just issued. ' Here are plans 
designed to suit advertisers of the most 
diversified tastes : lists of papers graded 
according to circulation, the one best 
newspaper in each State, the best papers 
in the principal cities, the best local 
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papers, the best papers of general cir- 
culation, besides complete lists of the 
different class and trade publications. 
There are also special bargains in ad- 
vertising for experimentors and the 
names of the various co-operative lists 
with their advertising rates. The in- 
tending advertiser often feels the need 
of some plan of advertising which he 
can use as the basis of his own opera- 
tions, and it is believed that this com- 
pilation will meet this want. 





THE special agent has every advan- 
tage over the general agent in securing 
patronage from advertisers. 

Advertisers wish to deal at head- 
quarters—the special agent’s office is 
headquarters. 

Messrs, Geo. P. Rowell & Co., as 
special agents for PRINTERS’ INK, are 
able to send to that publication adver- 
tising orders to the amount of a thou- 
sand dollars a week; but were their 
connection simply that of a general ad- 
vertising agency, they would hardly be 
able to send five hundred dollars a 
year. 

Moral.—Every publisher of a paper 
ought to have a special agent in New 
York, and, perhaps, in other promi- 
nent cities, 

HOTEL ADVERTISING. 

So far as advertising is concerned, 
hotels are divided into two classes: 
those which may be denominated as 
purely summer or winter resorts, and 
those which keep open all the year 
around. 

For the latter class, the season for 
advertising begins in May, and a few 
words on hotel advertising will now 
be appropriate. The city hotels which 
seek patronage at all seasons, like the 
Fifth Avenue, the Windsor and the 
Buckingham, of New York, would nat- 
urally advertise continuously. It isa 
fact that hotels in general advertise 
much more liberally than formerly, 
which would seem to indicate that in- 
telligent newspaper advertising has be- 
come necessary to the business. 

It is the custom for hotels to make 
their announcements little more than a 
card and an invitation to apply for par- 
ticulars. Most hotels, nowadays, are 
supplied with tasteful circulars setting 
forth in attractive style all the particu- 
lars which applicants desire to know in 
selecting a temporary home. But the 
newspaper advertisement usually gives 


little information beyond the name and 
location of the house, the date of 
opening, terms, and a statement that 
there are no mosquitoes. Whether 
this formula could be bettered is a 
question. 

Some successful hotels, at the time 
of opening, have inserted well-dis- 
played double-column advertisements 
in a number of leading papers. The 
old theory is that classified advertise- 
ments—under which head hotel an- 
nouncements come—do not need spe- 
cial display. But there can be no 
doubt but that a five-inch advertise- 
ment will be much more likely to in- 
fluence readers than one occupying only 
five lines. Yet there is a point beyond 
which it will not pay the advertiser to 
go. A hotel accommodating a compar- 
atively small number of guests would, 
of course, not be justified in making 
any large investment in advertising. 
From $50 to $5v0 or $1,000 is the or- 
dinary range of expenditure, although 
some hotels go considerably higher. 
Therefore, the proprietor who spends 
only a moderate amount must not ex- 
pect his advertisement to make a great 
show in the papers. Let him remem- 
ber that the announcements of hotels 
are carefully scanned by people who 
are deciding where they shall spend 
the summer, and whether the invest- 
ment becomes eventually profitable will 
depend upon kis own business ability 
and skill as a manager. 

Some newspapers make a business of 
soliciting advertising from hotels with 
special energy, but it does not follow 
that such papers are the best to use. 
Yet on the other hand there are certain 
mediums which are deservedly favorites 
for advertisers. 

As a general rule it may be stated 
that it is best to advertise in those local- 
ities from which the hotel has drawn 
most of its guests in the past. If the 
register of former years shows that 
New York and Philadelphia people have 
been the principal patrons, the proprie- 
tor should confine his advertising to 
those cities. It is the best class of any 
community that he looks to for his 
guests, and consequently he should 
use the high-class mediums. 

To hotel men the advertising agency 
is an important aid; and with such 
suggestions as they can gain from this 
source, together with their own business 
ability, they should be able to make 
newspaper advertising handsomely re- 
munerative, 


. 





| 
| 
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A PROBLEM IN ADVERTISING. 


The following correspondence comes 
from a man who has advertised a little 
but has not found the returns satisfac- 
tory. He believes that his article has 
merit and, if it could be properly intro- 
duced, its sale would prove profitable. 
But how shall it be done? It is safe 
to say that there are many other men 
in a similar dilemma, and so an analysis 
of this sample case will be of general 
interest : 

Baitey, Farrecy & Co., 
Manufacturers of Natural Gas Goods and 
Plumbers’ Supplies, 
Pirrssurcn, Pa., May 1, 1891. 
Messrs. Geo. P. Rowell & Co.: 

We enclose you a circular of the Automatic 
Loader. We consider it a first-class machine 
for the purpose intended and an article of use 
to every man that owns a shot-gun. We have 
no demand tor the loader. We advertised it 
extensively in 1888, ’89 and °go in American 
Field, Forest and Stream and Sporting Goods 
Gazette. The amount of orders did not pay 
for the cost of advertising. The question 
before us now is, how can we market this 
loader? What have you to suggest? 

Balcey, Farrevt & Co., per M, 


Baixey, Farrei. & Co., 
Manufacturers «f Natural Gas Goods and 
Plumbers’ Supplies, 
PirtsBuRGH, Pa., May 1, 1891. 
Messrs. Geo. P. Rowell & Co.: 

Last year you expended for us in your own 
way $100 to advertise the Crimper, the circular 
of which we enclose you. This amount was ex- 
pended as a feeler and was a total failure. We 
did not have a single inquiry, to say nothing 
ofasale, Weare at a loss to understand the 
matter and have not since tried to sell the 
article in question except through our travel- 
ing salesmen tothe hardware and gun trade 
direct, Our object in advertising through you 
was to create a demand for the dealer and call 
public attention to the article. We have no 
demand for the Crimper and are not making 
any sales, We are convinced tisat the article 

is good of its kind and a necessary article to 
any one owning a gun and loading their own 
cartridges. l‘ut presuming the article worth- 
less, how can we explain the fact that we have 
no inquiries? Let us have your views on this 
matter, and oblige, 

BaiLey, Farrevi & Co., per M. 


In the United States there are sixty 
millions of people. Half of these are 
men, Not more than one man in a 
hundred uses a shot-gun. It has been 
said that not one person in a hundred 
uses a tooth-brush, and as a tooth- 
brush is certainly more commonly used 
than a shot-gun, the proportion is prob- 
ably very much higher than has been 
stated. Thus it will be seen at the 
outset that the field for this advertiser 
is limited. 

Now let us consider how many people 
who use breech-loading shot-guns will 
require an automatic loader and crimp- 
er, The average amateur sportsman, 


PRINTERS’ INK. 


nowadays, is not happy without a gun 
costing from $100 to $200. A man 
who can afford to spend so much money 
for a gun is not likely to take the time 
and trouble necessary to load his own 
cartridges. In most cases, he goes to 
a sporting goods store and orders a 
certain number of cartridges of a cer- 
tain grade. Men belonging to this 
type will not be interested in Messrs. 
Bailey, Farrell & Co’s announcement. 

But the man who loads and crimps 
his own cartridges will think twice be- 
fore he spends $10 for a loader and $1 
for a crimper. It is therefore seen 
that the advertiser is catering to an ex- 
ceedingly limited field, and one in 
which quick sales will not be the rule. 
Consequently, he is not justified in ex- 
pecting the direct sales to pay the cost 
of the advertising. On the other 
hand, the advertisement will undoubt- 
edly help the dealer to sell and influence 
him to buy. If it leads to a steady 
demand the advertisement will, in the 
long run, be profitable. 

We incline to the opinion that if 
Messrs. Bailey, Farrell & Co. ca= get 
half a dozen direct orders in three 
months at an expenditure of $100, that 
the investment is likely to be a re- 
munerative one, in the long run. A 
customer secured to-day may influence 
trade one, five, or even twenty years 
hence. 

Still, it is never certain that an ad- 
vertisement will pay. Mr. John Mor- 
gan Richards, in PRINTERS’ INK for 
May 6th, states the case in its applica- 
tion to the patent medicine trade, and 
his remarks apply equally well to any 
other, Mr. Richards says: 

Nearly every successful medicine man has 
got a “chamber of horrors.” He has got 
some skeletons there that he does not like to 
look at, the skeletons of things that his best 
energies have been lavished upon without any 
result except to benefit the printer and the 
newspaper proprietor, 1 want to know—and 
nobody has ever been able to tell me—why 
methods, approved by the best experience, and 
found entirely successful when applied to one 
article, fail absolutely and ignominiously in 
the case of another. There is the same organ- 
izing skill, it may be, and the same literary 
and artistic talent engaged; the testimony that 
can be adduced may be just as cojent in one 
case as in the other, and the medicines, each 
in its own sphere, equally efficacious. Yet th: 
methods which succeed with one fail with the 
other, 


> 


Ir is not alone the reading matter 
that makes the admirable newspaper or 
other publication, but it is the bright 
and progressive advertising acting in 
conjunction with it that attracts the 
reader.—Leroy Gazette, 
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HOSE who employ the papers of 
‘*Kellogg’s Lists” will al- 


ways find their advertisements in good com- 
pany because we do not accept or run disreputable 


matter at any price or under any circumstances. 


During the past 25 years the proprietors of 


‘*Kellogg’s Lists’’ have refused hundreds of thou- 
sands of dollars’ worth of this sort of stuff in one 
shape or another, and we wish all newspaper pub- 
lishers would cultivate a sufficient degree of moral 
courage to enable them to do likewise. 

Unworthy advertisements, those of objection- 
able or fraudulent character, the latter class especi- 
ally, do more injury to henest advertisers than all 
else besides. 

A. N. KELLOGG NEWSPAPER COMPANY, 


308 & 370 DEARBORN St., CHICAGO, 


TRIBUNE BuiLDING, New York. 
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Miscellanies, 


When Andrew Carnegie was young 
he wanted to become a reporter. Andrew 
never lies awake at nights now mourning over 
unsatisfied youthful ambitions, Newark 
Evening News. 

A Fierce Subscriber—Sir, cuss your 
paper! Send it toh——-! 

Editor—-lhomas, change the gentleman's 
address. If Uncle Sam nies connection 
you'll find your paper there.— What We Do. | 


Fame is fame, but there are two} 
places in the paper where a man does not like 
to have his name appear—the death column 
and the police court record. — Somerville | 
Journal. 

**A Young Writer ” writes to inquire 
how he may write best. Write but little, and 
steer clear of what you know nothing of. If 
this bars you out altogether you are lucky.— 
Fairhaven Herald. 


‘*T return the inclosed manuscript,” 
wrote the editor of a religious weekly, ** simply 
because I am so full at present.’ The con- 
tributor replied that when the editor’s toot 
was over he would be glad to submit the 
manuscript again.— What We Do. 

Well Qualified.—Young Man: I see 
you have advertised for a book agent? 

Publisher—Yes, sir ; what recommendations 
have you? 

Young Man—I solicited subscriptions for the 
crew at college last year. 

Publisher—You'lldo.—Harvard Lampoon. 


Quite Unimportant. — Minneapolis 
Reporter: : Shocking accident in the city this 
morning. A house collapsed—twelve people 
killed. 

Minneapolis Editor—Oh, well, nobody cares. 
The census is over now.—Smith, Gray & 
Co's Monthly. 


The Advantage of Distinction.— 
First Voice: I’m the editor of the Daily 
Union, and | want two in the dress circle. 

Ticket Seller—Then show your wad. 

Second Voice—I’m one of the reporters, 
and — 

Ticket Seller— How many, Billy ?—Smith, 
Gray & Co's Monthly. 

A Happy Impromptu.—Club Racon- 
teur: Here’s an anecdote of Webster I sub- 
mit. 

Editor—We don’t want it. 





| 








Club Raconteur—Will you be pleased to} 


state why ? 

Editor—Well—er—has it ever been mre 
lished ? 

Club Raconteur—No. 

Editor— Well, you see, we don't handle re-| 
jected manuscript.—/udge. 


BEATTY Scere "Sr, Castor, ast 


WOOD ENGRAYIN: PrmePes 











WE DON’T LIE 
ABOUT | ouR CIRCULATION. 
000 persons reac 
The—BRIDGETON (N. J.) NEW Ss —daily. 





Try HERKIMER 

To Gatch Farmers yan 
Leading r Herkimer County. Great 
Dairy District. Official organ of 23 Granges. 


PRINTERS’ INK. 


HAVE YOU SEEN NOSTRAND 


About space in Great Divide and L’Art de la 
Mode? Adv. Dept., 44 Tribune B’ldg. 


{ 0 Portraits—Made to order from 
J 





Photos. Cheapest newspaper cuts 
made. Send for proofs. CENTRAL 
PRESS ASSOCIAT’N, Columbus, 0. 


SIGN ADVERTISING DOES PAY. 
Signs painted anywhere on earth, and guar 
anteed to remain in good condition for one 
7 Try them and watch results. THE R. 
. GUNNING INING CO., : 297 Dearborn St., Chicago. 


THE INN AT HIGH POINT "xs" 


Hotel, elevation 1,967 feet. Highest in New 
Jersey. Grand scenery, no 7 ta no mos 
quitoes, lake, boating, livery, & 

__ CH As. ST. , JOHN, JR, Port Jervis, N. ¥. 


® INCUBATOR ® 


and raise your own chickens. 


J. L. CAMPBELL, of West Eliza- 
h, Pa., makes the bes 


Kan Any Summer “Hotel 


e Boarding House can have the N. Y. 

NESS sent free and postpaid for the 
pte by paomtes to keep ii on file in the 
Reading Room for the use of the guests. 
Send your promise to NEW YORK WITNESS. 


YOU FURNISH “COPY,” 


WE DO THE REST! 
JACKSON, 48 Centre St., makes a special fea 
ture of newspaper composition, presswork, 
addressing and mailing; everything com 
pleted on the premises. 














UCK.—The new edition of the American 

Newspaper Directory for Is¥1 rates only 

21 weekly papers having a regular circulation 

exceeding 100,000 copies each issue. Puck, 

»ublished at New York City, is one of them. 
Vrite for rates. 


PREFERRE CANADIAN PAPERS. 

The leading Newspapers 
in every Canadian city from the Atlantic to 
the Pacific, covering Canada completely from 





| cooat, to coast. Re presented by ROY V. SOM 


ILLE, — Agent for U. 8S. Advit’g, 
ry bs Building, New York. 


WANT TRADE? If so, 
yut your Adv. in Tut 
RIBUNE. We reach 

MORE PEOPLE than any 

paper in the State. 


Proof of mailing list on application. 
THE ALLIANCE TRIBUNE, 
Topeka, Kansas. 


LAND? 


Companies and Individuals 
| having land for sale, who may wish to adver 
tise the same, at a moderate cost, and in a 
field not worked to death, will do well to cor 
respond with me. 
* Ic will pay you to write me.’ 
B. L, CRANS, 10 Spruce St., New York. 


“HEALTHY, INVIGORATING.” 


SILK bathing and friction Towels. 
By their use an electric friction is produced, 
creating ahealthy action of the skin, opening 
the pores and bringing the bleed inte ful 
circulation. They are soft and elastic 
size 18x40 inches. Send 50 cts. for sample, to 


AMERICAN SILK MFG, CO., St. Louis, Mo, 
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A Money Saver 


“ GIBB’S ROUTE AND REFERENCE BOOK ” 
of the U.S. and Canada. It gives everything 


-R. R. fares, mileages, connections, hotel | 


rates, populations, number of firms in differ 
ent lines of trade in each town, etc. Speci 


men pages free, 
GIBB BROS. & MORAN, 
NEW YORK. 


Dodds 2awannenen DOSLON 
Send for aw 


RELIABLE DEALING. © CAREFUL SERVICE. 
__¥@~ LOW ESTIMATES. 68 


New Issues 
every week 
tat alogue | 


i 32 ops ages | 
free. Notsold by Dealers ; prices 
‘too low. Buy of the Publisher, 
John I B. Alden, 393 Pearl St., New York | 


First National Bank, 


Of CHILDRESS, Texas. 


ital, vow 

s3t 000. organizing. 
A fine County Seat town in the famous Pan 
handle country. Only National Bank in the 
county. Stock par. Will guarantee 12 per | 
cent. net first y Address CITY NAT 




















year. 
IONAL BANK. Wichita Falls, Texas. 














IF YOU SELL ANYTHING OF VALUE 
to intelligent men who make money, 
advertise in the 


. 
National Reporter System 
(St. Paul, Minn.) 30,000 weekly (Magazines). 
See Rowell’s Directory & preferred lists. 
Largest Law circulation in the world. 


Each copy used 17 weeks (average). 
They furnish authorities, so must be read. 
S. C. WILLIAMS, M igt., 42 Tribune Bg., N.Y. 


Study Law 











Take a conmee . 
the Sprague 
spondence Se houl ‘of 
Law. Send te noms 
(stamps) for parti 


W. C. Sprague, L.L.B. 
__ Detroit, Mich 


FORSALE. 
An Afternoon Paper, 


In a solid WESTERN CITY of 65,000-people. 

Practically no competition. Paper has high 

est advertising rates in the city and a 

—— circulation. Recognized us the lead 
« paper. Will bear closest investigation. 

Prine! $50,000; time on part. Owners 

non-resident and want to concentrate this | 





capital. Don’t answer unless you pers | 


money. Address “5—1860—X,” Printers’ L 


30,000 Average Paid Circulation. 
Proven by any test imposed. 





* LArt de la Mode, Monthy, w. v. 


Yearly rate W cents Agate. 


F. W. NOSTRAND, Adv. Mgr., Tribune Bldg. 
=TO> 


ADVERTISEMENT WRITERS. 


A set of telling advertisements wanted. 
$5 for each advertisement accepted. 
Send for particulars to 


J. L. STACK & CO., 
St. Paul, Minn. 


es Save Money. BICYCLE 
= Before you 


vaca | tor. &.W.GUMP&CO, GUMP&CO. 
Pricesto? Payton, 0. 
New Bicycles at re- 
duced Prices, and 400 
second-hand ones. //f 
cult Kepairing. Bicycles, 
Guns and Type Writers 
taken in exchange. 
| Boys: or Girls 24-in Safety ,with rubbe: r tires$15 00 
Boys" 25-inch Safety, with rubber tires, - 17 05 
Gents’ 30- o0-in, Saft Safety, balls: tob’ ‘gs and pedals, 55 00 
CAN —If you intend advertising in 
« Canada it will be of interest to 
know that we handle more business with 
Canadian newspapers than any other Agency 
in existence. We control the Canadian ad 
vertising of many of the largest and shrewd 
est advertisers in the world, Pears’ Soap, 
for instance. Our efforts are devoted to Can 
ada alone, and an intimate knowledge of the 
| pecemmarrnes of the Canadian press, gained 
| by many years of experience, enables us to 
render the best possible service. We simply 
ask you to communicate with us before rac 
ing your orders. A. McKIM & CO.,, 
Montreal, Canada. 
















AUSTRALIAN Before fixing up your 
« Australian contracts for 
advertising, we should like you to write to us for 
an estimate. We guarantee to save you money, 
for, being on the spot, we can do advertisin 
cheaper than any other firm ata distance. All 
| papers are filed at our bureau, and eve: ry appear 
| ance is checked by a system unparalleled fr ac- 
} curacy. On application we will prepare any 
| scheme of advertising desired, and by return 
| mail will send our estimate. We desire it to be 
| understood that we are the Leading Advertising 
*irm in the Southern Hemisphere. Established 
over a quarter of a century. F T. WIMBLE & 
oO. _ 369 to 373 George ' St.. Sydney, Australia. 


At Home.| | YOU ARE THINKING OF 
| 





bir in England, 


ulars to we shall be pleased to correspond, to quote 


| orto advise. We already act for numbers of 
leading American firms. Shall we hear from 


312 Whitney Block | cit, Miche | you? 


| SMITH’S 


- hivetisng Agency, 


132 FLEET &T., E. C., 
LONDON, ENC. 
“SUCCESSFUL ADVERTISING ” 
(lira Eprrion) 
is the best guide to British advertising. 
Sent prepaid for 50 cents, 
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all THE NEWS AND COURIER ‘It: 


CHARLESTON, SOUTH CAROLINA. 





The Great Southern 


Advertising Medium! 





RATES PER INCH. 


1 mo. 2mos. 3 mos. 
$14.40 $24.00 $33.00 
“three timesa week, 9.60 16.00 22.00 


twiceaweek, -' 720 12.00 1650} The NewS=Courier 


Daily, every day, - 


“ 


If you desire Southern 
patronage advertise in 








“Ideal 
Advertising.” 


=. new book ; of great practical value to ad 
rtisers. Handsomely illustrated, exquis 
ite ly bound, a model of elegance and tasty 
printing. Sent postpaid, on recel at of 
cents. Boo 
_ 55 W. 33rd: St. ‘New yY ork rk € ity. 
~ Haverhill Evening Cazette, 
Haverhill, Essex County, Massachusetts. A 
live newspaper and an excellent advertising 
medium. Sworn circulation over 5,000 daily 
Allthe wide-awake Advertising Agents, like 
“ROWELL,” can tell you all about us. Send 
for a sample copy and a schedule of advertis 
ing rates. 

Haverhill, Easex ( 
and thriving ¢ ity of 3 
engaged in the manufacture of boots and 
shoes; about 10,006 men and women being en- 

fased in that industry. The GaZETTE goes 

into nearly every house in in the city. 


The Worcester Spy 


DAILY, WEEKLY and SUNDAY, 
(Established in 1770), 


Is by far +, E BEST advertising medium 
entral Massachusetts. 


PROPRIETORS OF 





Mass., is a wealthy 





Hotels and Summer Resorts 


will do well to patronize it. 


Spy Publishing Co., 


ey DAIL Y | 
PUBLIC LEDGER, 


MEMPHIS, TENN. 


The Ledger enjoys a fine circulation in a 
city which sends thousands of people every 
summer to the lakes, the springs, the moun 


tains, the seashore. 


GEO. P. ROWELL & CO., Agents. 


000 population, largely | 


| 





“While there's Life there's Hope.” 
One of the best mediums publishe d 
for summer resort business. Circula- 





tion entirely among the class of peo- 
ple who patronize summer resorts. 
Sample copies, rates and full infor- 
mation will be mailed to any hotel 
OOO TT ou application. 


ITCHELL & MILLER, 
2S West 23d St., New York City. 
T. F, SYKES, M’g” "r Adv'g Dep't. 


Things to 
Remember. 


1st. The cost of PENS istrifling when 
their importance to each individual is 
considered. 

ad. The various styles of PENS should 
be used by the same person to suit his 
different moods and the quality of the 
writing to be executed. 
| 3d. Buy only the best steel PENS 
of well-known reputation for finish, 
‘ees and uniformity. 


TRY 
'Spencerian 


Samples FREE, on receipt of 
postage, 2c. 
Spencerian Pen Co., 
810 BROADWAY, N, ¥Y, 
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A CHALLENGE! 


THE CONSTITUTION-DEMOCRAT claims 
the largest daily and weekly circulations of 
any daily or weekly newspapers published in 
Keokuk, lowa, and challenges the successful | 
refutation of this claim for the expense of 
the examination by a committee and the do- | 
nation of $100.00 to any charity desired by | 
contesting parties. The publishers of the | 
Constitution-Democrat also claim that Row- | 
ell’s American Newspaper Directory for 1891 
rates the daily and weekly Gate City, of Keo 
kuk, lowa, at nearly double the circulation 
that either has. We challenge this circula 
tion rating on this basis on the same terms 
as the proposition above as to the largest 
circulation. 

THE CONSTITUTION-DEMOCRAT CO. 





-_ 





OVERMAN WHEEL CO., MAKERS, 
CHICOPEE FALLS, MASS. 
BOSTON WASHINGTON. DENVER. SAN FRANCISCO, 


A. G. SPALDING & BROS.. Special hasete,| 
Chicago, New York and Philadelphia. 


“When found, make a note of.”—Captain 
Cuttle. 
The right men in the right place are 


C. MITCHELL & CO., 
Of London, England, 
(12 & 13 Red Lion Court, Fleet St., E. C.) 
Advertising Contractors of 3 years’ standing. 


THE MANUFACTURER who travels 
should note the address. A half hour’s chat 
about English, Continental and Colonial ad. | 
vertising with a member of this firm is} 
worth a whole vear of correspondence. 

THE MANUFACTURER who can 
not find time to travel should write to C. M.C. 
Their extensive American clientele and long 
acquaintance with English advertising en 
ables them to arrive at an understanding 
more promptly than any other house in 
London. 

THE ADVERTISING AGENT who 
studies his clients’ interests (and his own) 
should consult C. M. C. when he has orders to 
place any advertising in Great Britain. They 
are practical, reliable, energetic and econom 
cal. 

Testimonials from leading American firms. 
Estimates and specimen papers free on ap 
plication. “THE NEWSPAPER PRESS DI 
RECTORY,” forty-sixth annual issue now 
ready, price, by post to the United States, 0c. 
“The Standard work of reference with re 
gard to the newspaper press.” — London Times. 
Besides the well-known Directory of the 
English press, the AUSTRALIAN, INDIAN 
and SOUTH AFRICAN Sections, contained in 
a Supplement of 144 pages, now form the 
completest advertising and commercial guide 
and gazetteer ever published in any country. 
The Continent of Europe is also consistently 
represented by the principal political and 
class papers, 





OUR PEOPLE PATRONIZE 


Summer « Resorts. 
—9===2 — 
THEY LIKE A CHANGE OF CLIMATE 


AND 
SUMMER RESORT MANAGERS SHOULD 
INSERT THEIR ADVERTISEMENTS 


In Georgia’s Leading Newspapers : 


THE MORNING NEWS, 


SAVANNAH; 


THE TELEGRAPH, 


MACON. 
DAILY, WEEKLY and SUNDAY. 


SPECIAL RATES. 


Full particulars from 


J. J. FLYNN, Mgr. Eastern Office, 


23 PARK ROW, NEW YORK. 


OR 
SAVANNAH, GaA., | 


MORNING NEWS, |. 5 TELEGRAPH, 
‘ 


Macon, Ga. 





SPELL BOUND. 


NOT EXACTLY—All we want (and you 
want the same) is something 


UNIQUE ENOUGH and SENSIBLE ENOUGH 
to catch and hold the attention of the 
reader. If you wanta 


SAMPLE CUT 


(this or another) and advertisement for your 
business, for local use only, send us a dollar 
—* We'll do the rest.” 

For particulars, prices, etc., of odd designs, 
or written matter, send full particulars of 
your business. 


THE ADVERTISERS LEAGUE, 
World Building, N. ¥. 
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WILL PAY YOU ALL SUMMER 


And at every season. You can easily ascer 
tain that by keeping a careful record, if your 
business is of such a nature that you can 
trace your returns. You will learn that my 
lists are more than strong, and will pay even 
when no other mediums will. 


QUALITY—QUANTITY. 


The subscription prices of my periodicals 
are not by any means low; ten are $1.00 a 
year, two seventy-five cents. No short-time 
subscribers are ever taken. They are pub 
lished for the better classes of the masses, and 
by those intelligent classes are subscribed 
for, because they are wanted. They reach 
the best classes of rural homes in every coun 
ty in the United States. They have subscrib 
ers at over 53,000 post-offices. 


Guaranteea and Proved Circulation Over 


One Million Copies Each Month. 

Each month an affidavit is made, certifying 
the exact circulation; a copy is sent to each 
advertiser. Our post-office receipts are al 
ways open to inspection. I shall consider it 
a privilege to furnish any special proof that 
may be asked for at any time. give full 
count, and like to prove it. 
Substantial results to the advertiser, my| 

only claim to patronge. 

Forms close the [8th of each month, prio: | 

to the date of the periodicals. 


E. C. ALLEN, 
Proprietor of Allen’s Lists, 
AUCUSTA, ME. 








5 le! A LINE 


We recently prepared a list of HOME 
PRINT weeklies for a patron, which, when 
computed on the basis of circulation as 
given in Ayer’s Am. Newspaper Annual 
for 1890, showed the cost per line to be only 
ONE-FIFTH (1-5) OF A CENT for EACH ONE 
THOUSAND (1,000) CIRCULATION. 

For such valuable mediums as a selection 
from the best of the all-home print county 
weeklies, this is a rate which should com- 
mand the attention of advertisers who are 
seeking economical methods for reaching 
the homes of people living outside of the 
cities. We invite inquiry from advertisers 
regarding our facilities for handling business 
in the home print papers in any part of the 
Cnited States. 








Business Office, 1127 Pine St... St. Louis. Mo, 
Branch Office, & Beekman &t., Sew York Gity. 
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ALLEN’S LISTS 





Win'rve CONTRACT: 
IN THE . 
“ Circulation to be proved above 


50,000, or no pay.” 
THAT IS 


THE TEACHER, 


A Journal of Education and Pedagogy. 
(Monthly, except July and August), 
te TEACHER is emphatically 

the journal of cultured and pro- 
gressive professional teachers and school 
officers. It represents the highest plane 
of educational journalism. As has been 
said by high authority, ‘* THE TEACHER 
is as good as any purely educational 
journal can be.” 


RATES (invariable): 
Per line, $ .40 Perinch(12lines),$ 4.50 
** col. (10in.), 40.00 ‘* page(Scols.), $120.00 
Discounts for Continuance: 


> times, 10 per cent. ; 6 times, 15 per cent 
times (the year), 25 per cent 





No advertisement not absolutely un- 


questionable, in fact or character, 
will be received. 


| THE TEACHER, 3 East | 4th St.,N. Y. 





Smoother than Cold 
More Durable than Pure Steel 


TADELLA 


ALLOYED-ZINK 


PENS 


Is a Better Pen 
Worth Trying ? 


Buy of Your Stationer, or send 
10 cts. for Sample Doz. 


TADELLA PEN CO. 


ST. PAUL, MINN. 
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| 
re 
THE BEST MEDIUM 


For Proprietors of 


HOTELS AND SUMMER RESORTS 


is the 


NEW YORK LEDGER. 


Why? Because it reaches the best 
families in all parts of North Amer- 
ica. Its advertising space is limited, 
and its advertisements are pre- 
sented to its readers in the most 





attractive form. It makes a spe- 
cialty of summer reading, of mount- 
ain, country and sea-shore sketches. | 
Its advertising rates are extremely 
low in proportion to its large bona 
fide circulation. Address 
Robert Bonner’s Sons, Publishers, 
William and Spruce Streets, 
New York. 
Edward P. Cone, 
Advertising Manager. 


“Why Do You 
Advertise in Newspapers ? ” 


What constitutes the ideal newspaper? Is 
it not the one that presents the news—the 
facts without wordy, tiresome, descriptions 
—in the most concise pleasing manner? Is 
it not a paper that will enable busy men to 
grasp the situation in the briefest possible 
time? Why do people read newspapers—to 
kill time or get the news? Wouldn't you 
rather advertise in a paper that is easily 
handled, and that scintillates with brighi, 
brisk, breezy journalism, than an unwieldy 
blanket sheet? If so, you will find your 
deal in 


The Daily Continent, 


16 PAGES DAILY. 
32 PAGES SUNDAY. 








It is a live paper. Energy and nerve | 
characterize its management. Its 
size is unique, handy. The news 
is put briefly and graphically. 
Society, politics, local pride,-Na- 
tional issues, sporting events — 
everything that appeals to warm 
blood is handled with vigor. 


FRANK A. MUNSEY, 


239 Broadway, New York. 





| For particulars address “J. W.S., 


$500.00 
IN PRIZES 


To Business Writers. 


A Patent Medicine House will pay 
the above sum in prizes for the 


BEST WRITTEN CIRCULAR 


on its business. 
’, 


care of PRINTERS’ INK. 


WE HAVE CONTRACTED WITH 


The New York World, 


And are now Composing and Painting 


1000 Ads. 
In 1000 Hours, 
For 1000 Dollars, 


On the Bulletin Boards of the N. Y. Elevated 
Stations. At least one-half of these 1000 
ideas are in four-line verses. Not much 
money, but a great deal of advertising for us. 


If we win, we get the $1000. If we lose, we 





get The betting is now 5 to 3 against 
us, but we hope to win. Watch the World 
daily. 

Perhaps we can give you some pointers for 
YOUR business. YOU may not want a 


thousand, only ten, or perhaps but one, It’s 


all the same to us, exce pt price, 


o.7.GUDE «& Co., 


General Advertisers, 


113 Sixth Ave., New York City. 
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WILSON’S INK 


————_ 


———————— 


“The Gold Leaf,” 


HENDERSON. N.C., } 
May 9, 1891. § 


| 


W. D. Wilson Printing Ink Co., N. Y. City:| { 


GENTLEMEN— 

Herewtth I hand you post-office money 
order for $4.50, am’t due you, as per bill! 
rendered. I am well pleased with the ink, | 
and when I can get steh an article for 9 cents, | 
I do not propose to pay 16 for something not 
one bit better, as I have been doing. You 
may count me among your permanent cus } 
tomers as long as you furnish such an ink as 
I find this to be, at that price. 

Very respectfully, 
HAD. R. MANNING. 








SEND FOR A TRIAL KEG. 


W.D. Wilson Printing Ink Co. 


(LIMITED), 


140 William St., N. Y. 





| 


DISCOUNT 


507. 


. (OR MORE) 
© _ PUBLISHERS’ RATES 
FOR a 
STATE ¢ COMBINATIONS 


Daily and Weekly 


PRINTERS’ 








a Newspapers. 


ADDRESS 


§. E. LEITH, 10 Spruce St., N. Y. 








AN 
OLD 4 
SAW, Sort 






Circulation Exceeds 
A Half Million Monthly. 
Eagerly sent for 
Earnestly sought after 
Everybody subscribes. 


Rates, $2.50 per agate line. 


Space at the agencies or of THE GANNETT 
& MORSE CONCERN, Augusta, Maine. 


GEO. PF. ROWELL & Co’S 


BOOK 


FOR ADVERTISERS 


368 PACES. 





* * 


It is arranged in a very 


comprehensive manner, and 
contains information which 1s 
invaluable to advertisers as well 


as to mysel/. 


UA 


ee 


Boston, May rath, 1891. 
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‘*One Newspaper in a State—the Best for an Advertiser to use, if he 
will use but one.’’ 





—©® OFFICE OF @©— 


The Times-Democrat. 


New Orveans, May 15, 1891. 
To Proprietors of Hote/s and Summer Resorts : 

The Times-Democrat is the Representative Southern Newspaper 
and has a larger circulation than any paper published south of the 
Potomac and Ohio Rivers. 

It reaches the largest number of the best and wealthiest classes of 
the Southern people. 

Thousands of Southern residents visit the summer resorts of the North, 
South, East and West. 

You can reach more families through the columns of the Times- 
Democrat than any newspaper in this section, and an advertisement in its 
Summer Resort Column will surely pay you. 

Try an advertisement with us, even if you have to cut off somewhere else. 

Send for sample copies and advertising rates. Yours truly, 


THE TIMES-DEMOCRAT, 


New Orleans, La. 
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2 During the hot Summer months, owing to the peculiar 
2 climate, more people leave the city of Memphis for 
§ Watering Resorts than any other city in the U. 8., 
] population compared, This is undisputed. 
This question may be decided in your favor if your 
WHERE claims are properly presented in 
» 
» WILL THEY THE APPEAL-AVALANCHE, 
> 
) which has guided them to the Popular Resorts for 
Q GO ? the past fifty years. 
, 
. Ys.u van benas,} 
r SPECIAL RATES. J. E. VAN DOREN, 
§ 14g in., Dis., 1 mo., $15.00 TALK SPECIAL 
: “4 «9 «gmp! EASTERN AGENT, 
2 | “ “ ge 38.50 FAST. New York. | 
3 4 a ath so 
> 
\ 
> oO s 
2 Address THE APPEAL-AVALANCHE, Memphis. 
) 
( 
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TRAD. MARK) 


THE SATURDAY BLADE 


PAYS ADVERTISERS, 





Because it contains what the people want to read. 
The circulation is not forced by premiums, etc., 


but every copy is taken and paid for for what 





there is in it. 


THE CHICAGO LEDGER 


Has the solidity of age and the impetus of new 
management and push. 


These papers pay. If you don’t believe it, 





write to any of our advertisers who can trace the 





eee —merm——eree 5 


results of their advertising and see what they say, 


THE SATURDAY BLADE, - __ $1.00 per Line. 
THE CHICAGO LEDGER, - .50 per Line. 
BOTH PAPERS COMBINED, - 1.25 per Line. 


sb. 


300,000 COPIES WEEKLY. 








Address any responsible Advertising Agency, or the Publisher, 


W. D. BOYCE, 
16 & 18 DEARBORN ST., CHICAGO, ILL. 
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“ One must look sharp in Portland and its vicinity to find a single 





copy of any other daily paper.’’—Geo,. P. Rowell, 


Not in It? 


o—-S>—-O@ 





‘*Many men of many minds” 
—But all advertisers ‘‘up to 
snuff” happily agree that on 
the North Pacific coast the 
OREGONIAN is the paper—the 
ONE great paper—and the 
man who neglects to use its 
immense circulation is, unfor- 
tunately, like the man in the 
picture, ‘‘not in it.” Adver- 
tisers who have tried it are 
safe and tn tt to stay. 








PORTLAND OREGONIAN 


(DAILY, SUNDAY ano WEEKLY.) 
Those who wish to reach the prosperous, buying people 
of Oregon, Washington, British Columbia, Idaho and Montana 
Must Use the Oregonian, and need use no other medium. 


7,144,900 Copies 


Printed and Sold for the 12 months ending October 31, 1890. 








It is a marvelous fact, but none the less true, that the 
Oregonian is more largely read, in proportion to the number 
of copies printed, than any other paper on the face of the globe. 


DAILY average, {7,400 Copies. 
SUNDAY average, {7,600 Copies. 
WEEKLY average, 14,998 Copies. 


‘* In all America no other instance.’’—Geo,. P. Rowell, 
** No parallel case in the United States.’’—E,. V. Smatley. 















48 Tribune Building, 
NEW YORK. 


509 ‘‘ The Rookery,” 
CHICAGO. 


‘S:C- BECKWITH: 
SOLE AGENT FOR FOREIGN ADVERTISING 
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It is generally conceded that they quote newspaper circulations more 
nearly accurate than any other publication.—A/inneapolis (Minn.) Journal. 


It is a veritable encyclopedia on advertising, and is the largest and 
most complete work of its kind ever issued.—San Diego (Cal.) Union. 


The compilers have done their work well, and this publication, which has 
been for twenty-two years the standard authority in reference to newspaper 
circulations and other data, easily maintains its pre-eminence.— 7rey (4. Y.) 
Press. 
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Hotel andSummer Resort . 


. . 
Advertising. 
To Proprietors.—Write us, state the The 
amount of money you are prepared to expend, .@ 
the class of people you desire to secure as ~* 
guests, from which part of the country they 
are most likely to come—whether North, South, 
East or West—whether from the larger MA, 
cities or those of smaller size, and we 
can then prepare for you a plan of adver- 
tising such as will be most likely to pay 
you best, and can place the same at the F 
most favorable prices obtainable for good +-**" 9 
service. Send also a copy of what you : 
wish the advertisement to contain, leav- 
ing it to us to put it in type and 
give it the space best for the 
papers in which it is to appear. 
Our long experience justifies the 
statement that we possess every 
advantage which the advertiser 
finds it desirable and profitable 
to secure in his agent. 
Address 


GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING BUREAU, 
10 SPRUCE ST., NEW YORK. 
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NEW ENGLAN the New ENGLAND 


im MAGAZINE makes it a good 
“ : Advertising Medium 
| For SCHOOLS, 
For COLLEGES, 
For SUMMER RESORTS, 


Favorite For HIGH GRADE GOODS 
Magazine of of all kinds. 
the cultivated 


and wealthy. 





To HIGH character of 










This medium reaches a con- 
stituency that no other can 
reach, 





Price : 


DFA 53.00 a Year. RATES: 


One-half inch, 3 months, $6.00 
One inch, 3 months, - $12.00 
One-fourth page, one mo., $15.00 


Address 86 Federal Street, 
BOSTON, MASS. 


“The Yarkee Blade 
| MRWnoadle Mxeriang Medion 


BAT Yahual Crradelretihtd 
Wana Creraat SMM 
WAMhaLradlator EMD 


| | WoraKrnlsioll (Md 
| Widiativwldio MM 
— BRAMe Gna OMM 


| ' Rreserd Haertising Rales Weyer hgatelwue. 
Potter & Porter , Pubs. 
BG RWFeder aM. Baston Mass 
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